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W^ve  caught  on! 
W^re  catching  up! 

The  ABC's  of  newspaper  pub!ishing 
(Audit  Bureau  of  Circuiations  reports)  are  out  for  Fai!  1985. 
USA  TODAY  ieads  the  way  in  growth, 
with  a  tota!  average  daiiy  paid  circuianon  of  1,352,897— 
up  105,573  from  the  same  period  a  year  ago. 
in  just  three  years.  The  Nation's  Newspaper  has  climbed 
to  within  a  whisker  of  the  66-year-o!d  New  York  Daily  News  and  is 
closing  in  on  the  96-year-old  Wall  Street  Journal.  And  we  continue 
to  grow,  with  a  year-end  circulation  of  1,400,000-plus. 

USA  TODAY  has  indeed  caught  on.  Watch  us  catch  up! 


"  The  top  10  newspapers  in  the  USA 
~7!  1 .  Wall  Street  Journal  1 ,9 1 0,085 

i^,Mo  I  2.  New  York  Daily  News  1,354,220 


.  Los  Angeles  Times 
,  The  New  York  Times 
.  New  York  Post 
.  Chicago  Tribune 
.  The  Washington  Post 
.  The  Detroit  News 
.  The  Detroit  Free  Press 


customer  delivery  and  bulk  (blue  chip)  sales  for  the 
period  ending  Sept  30  1985  (Chicago  Tribune  for/ 
Sept  29  1985)  from  ABC  publisher  s  statements, 
subiect  to  audit 
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Good  moming  L.A. 
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“We’re  known  by  the 
company  we  keep” 


"Our  goal  at  the  Maine  Sunday  Telegram 
was  to  provide  our  readers  with  the  most 
complete  television  magazine  available  as 
well  as  provide  our  advertisers  with  a  product 
they  would  endorse  with  new  advertising 
dollars  on  a  regular  basis.  PMC  was  totally 
professional,  sold  the  additional  dollars  on 
52-week  contracts  and  fulfilled  our 
expectations  in  every  way."  j 


Robert  G.  Nisbet 
Director  of  Advertising 
The  AAoine  Sunday  Telegram 


•Tuesday 


\  — j — the  acknowledged 

\  ^  - - -  leader  in  the  sales  and  production 

\  _ _ — of  weekly  television  magazines  for  newspapers. 

In  addition  to  Bob  Nisbet  at  the  PORTLAND  A4A/NE  SUNDAY 
TELEGRAM,  ask  Steve  Barge  at  the  BILLINGS  GAZETTE,  or  Gary  Holben  at 
the  Champaign,  Illinois  NEWS  GAZETTE,  why  they  chose  PRINT  MARKETING 
CONCEPTS  to  develop  their  weekly  television  magazines. 
The  answer  is  simple.  PRINT  MARKETING  CONCEPTS  sells  and  produces  a  weekly  quarterfolded  TV  magazine 
for  newspapers  guaranteed  to  pay  for  itself  and  return  a  profit.  PM<.  will  give  your  readers  the  most  comprehensive 
TV  magazine  produced;  complete  with  the  most  accurate  and  up-to-date  listings  from  Tribune  TV  Log. 
You’ll  get  the  format  of  your  choice  with  rolling  logs  and  multi-line  grids.  In  addition,  we  are  the  onlv  company  that  wdl 
give  you  alphabetized  cable  TV  movie  listing,  a  comprehensive  weekly  sports  breakout  and,  for  your  late  night 
viewers,  a  night-owl  grid.  Your  television  magazine  will  be  customized  to  meet  the  recyjirements  of  your  market 

and  have  a  seven-day  shelf  life  for  your  advertisers. 
Let's  talk  more  about  PMC’s  innovative  sales  strategy,  your  editorial  needs,  and  the  actual  profit  we  can  guarantee 
your  newspaper.  The  select  comparw  we  keep  increases  every  week.  Call  Charles  Dye  or  Bill  McGehee  and  hear 
how  PMC’s  program  can  benefit  your  newspaper.  The  number  is  (71 3)  780-7055 


•  • 


to 


Now  in  its  75th  year,  the  Daily  News 
of  Los  Angeles  proudly  pays 
tribute  to  Sears  on  the  occasion  of 
its  100th  Anniversary. 

Through  the  years,  few  American 
companies  have  been  able  to  build  a 
more  durable  or  distinguished 
record  of  public  service.  Or  become 
more  ingrained  in  the  American  way 
of  life. 

We’re  proud  of  our  long-standing 
relationship  with  this  outstanding 
organization.  And  we  look  forward 
to  our  continued  association  in  the 
years  ahead. 


Happy  Anniversary 
SEARS! 


DailyNeWs 

LOS  ANGELES 
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FEBRUARY 


2-7— Suburban  Newspapers  of  America,  Management  Conference,  Inter¬ 
continental  Wailea,  Maui,  Hawaii. 

13-15 — California  Newspaper  Publishers  Association,  Annual  Convention, 
Hotel  del  Coronado,  Coronado. 

13-15 — Minnesota  Newspaper  Association,  Annual  Convention,  Hyatt 
Regency,  Minneapolis 

13-16— Howard  University  Communications  Conference,  “Communications: 
The  Key  to  Economic  and  Political  Change.’  School  of  Communica¬ 
tions,  Washington,  D.C. 

1 3-1 6— Oklahoma  Press  Association,  Mid-Winter  Convention  and  T rade  Show 
Lincoln  Plaza  Inn  &  Convention  Center,  Oklahoma  City. 

15-19— Southern  Classified  Advertising  Managers  Association,  Telemarketing 
Seminar  and  Sales  &  Education  Conference,  Holiday  Inn/Convention  & 
Trade  Center,  Chattanooga,  Tenn. 

19- 21— Ohio  Newspaper  Association,  Convention,  Hyatt  On  Capitol  Square, 

Columbus. 

20- 22— Arkansas  Press  Association,  Winter  Convention  &  Trade  Show,  Excel¬ 

sior  Hotel,  Little  Rock. 

21- 23— Mary'and— Delaware— D.C.  Press  Association,  Winter  Convention, 

Hyatt  Regency,  Bethesda,  Md. 

22- 24— Great  Lakes/Midstates  Newspaper  Conference,  Hyatt  Regency 

O'Hare,  Rosemont,  III. 

23- 25— Inland  Daily  Press  Association,  Mid-Winter  Meeting,  Westin  Galleria, 

hHouston. 

26-28— New  England  Newspaper  Advertising  Executives  Association  Winter 
Meeting,  Charles  Hotel,  Cambridge,  Mass. 

28-3/2— Alabama  Press  Association,  Winter  Convention,  Birmingham  Hilton, 
Birmingham. 


MARCH 

12- 14— American  East  Newspaper  Operations  Conference,  Hershey  Lodge 

and  Convention  Center,  Hershey,  Pa. 

13- 15 — Mid-Atlantic  NAME,  Sales  Marketing  Convention,  Columbia  Marriott, 

Columbia,  S.C. 

19-21— Newspaper  in  Education  Week  Conference,  Los  Angeles  Hilton,  Los 
Angeles. 


Seminars/Workshops/Clinics 

FEBRUARY 

2-7— American  Press  Institute,  Newspaper  Design  Seminar  and  Advanced 
Reporting  Seminar,  Reston,  Va. 

2-7— The  Poynter  Institute  for  Media  Studies,  Writing  Center  for  Writers  & 
Editors,  St.  Petersburg. 

2-8— ANPA  Newspaper  Executives  Marketing  Seminar,  Cosponsored  with 
the  International  Newspaper  Promotion  Association,  The  Houstonian, 
Houston. 

5-8— Now  England  Newspaper  Association:  Feb.  5— Mailroom  Workshop 
and  Feb.  6— Total  Market  Coverage  Workshop.  Both  at  Hilton,  Lowell, 
Mass. 

9-14 — America  Press  Institute,  Editing  the  Weekly  Newspaper,  Reston,  Va. 
9-22— The  Poynter  Institute  for  Media  Studies,  Professional  Management,  St. 
Petersburg. 

16- 19— NPRA/ANPA  Workshop,  Personnel  Management  in  the  Daily  Dead¬ 

line  Environment,  Hotel  Continental,  Chicago. 

18-26— American  Press  Institute,  Executive  Editors  and  Managing  Editors 
(under  75,(X>  circulation),  Reston,  Va.  > 

17- 19— ANPA,  Advanced  Management  Workshop,  Hyatt  Sarasota,  Sarasota, 

Ra. 

23-26— Northeast  Classified  Advertising  Managers  Association,  Managing 
the  Classified  Department  Seminar,  Sheraton  Hotel,  Hartford,  Conn. 
23-26— SNPA  Foundation  Seminar,  The  Criminal  Justice  System,  Mercer 
University,  Macon,  Ga. 
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In  1986,  more  and  more... 
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is  the  choice  of 

America’s  leading  newspapers... 


^^Reuters  provides  a 
timely  and  extremely 
comprehensive  foreign 
report.  It  allows  us  to  get 
a  good  idea  early  in  the 
day  of  what  international 
news  we  are  going  to  put 
in  the  paper.  We  are 
using  increasingly  more 
Reuters  copy.^^ 

Jack  Payton 

Foreign  News  Editor,  St.  Petersburg  Times 


Cm 


Reuters,  1700  Broadway,  New  York,  NY  10019  (212)  603-3572  or  3571 


The  4th  Estate 


E&P  Research,  Inc. 


Hearst  competition  winner.  Stephen  Clutter,  a  Universi¬ 
ty  of  Washington  senior,  won  first  place  in  the  general 
news  writing  competition  of  the  William  Randolph  Hearst 
Foundation’s  26th  annual  Journalism  Awards  Program. 
Clutter  won  the  $1 ,500  scholarship  for  his  article  covering 
the  tragedy  and  rescue  effsorts  following  the  Mexico  City 
earthquake.  Clutter  had  arranged  to  fly  with  an  Army  relief 
team  to  report  the  story. 

The  University  of  Washington  received  a  matching 
grant  from  the  Hearst  Foundation. 

Alicia  Patterson  winners.  Six  journalists  have  won  Alicia 
Patterson  Foundation  fellowships  for  1986.  The  fellow¬ 
ships,  made  possible  by  a  bequest  by  Patterson  who 
founded  Newsday,  enable  winners  to  spend  a  year  travel¬ 
ing,  studying  and  writing  on  projects  of  their  own  choos¬ 
ing. 

The  winners  were:  Phyllis  Austin,  senior  journalist, 
Maine  Times;  Natalie  Fobes,  staff  photographer,  Seattle 
Times;  Jonathan  Kaufman,  Boston  Globe  reporter; 
Brenda  Lane,  Oakland  Tribune  reporter;  Michael  Millen- 
son,  financial  reporter,  Chicago  Tribune;  Zofia  Smardz, 
State  Department  correspondent,  Newsweek.. 


Sophisticated, 
no  frills  research 
for  the 

newspaper  industry 


About  Awards 


E&P  Research,  /nc.has  developed  a  unique 
system  for  minimizing  the  expense  of 
research  surveys  that  are  standardized  from 
the  standpoint  of  cost  containment  and  yet 
can  be  customized  for  individual  publica¬ 
tions  in  their  own  markets... We  can  make 
your  next  market  study  genuinely  cost-effec¬ 
tive.  Call  or  write  us  today. 


E&P  Research,  Inc. 

11  West  19  Street 
New  York,  N.Y.  10011 
212-645-0396 


According  to  Newspaper  Advertising  Bureau 
estimates,  expenditures  for  newspaper  ad¬ 
vertising  increased  8%  in  1985.  Did  your 
newspaper  get  its  share?  If  you  want  to 
increase  your  ad  revenue,  wc  can  help. 


E&P  Research,  Inc.,  formed  in  1985,  is  a 
joint  venture  of  Editor  &  Publisher  magazine 
and  Farrar,  Sullivan  &  Vasquez,  Inc. — to 
meet  the  need  of  newspapers  for  reliable  mar¬ 
ket  data  and  interpretation  at  affordable 
prices. 


ALL  Ik  THE  FAMILY.— 
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^^Wefelt  Reuters 
had  the  most 
complete 
coverage  and 
is  certainly 
recognized  as 
authoritative.^^ 

Jim  Hughes 

Executive  Editor,  Baton  Rouge 
Advocate  &  State  Times 
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Reuters,  1700  Broadway,  New  York,  NY  10019 
(212)  603-3572  or  3571 


News  Briefs 


L.A.  Times  opens  Manila  office 

The  Los  Angeles  Times  opened  a  new  bureau  in  Manila 
to  strengthen  its  coverage  of  the  Philippines  and  other 
nations  in  the  region. 

The  Times  now  has  24  foreign  bureaus  staffed  by  its 
correspondents. 

The  Manila  bureau  will  be  headed  by  Mark  Fineman, 
who  just  completed  a  four-year  tour  as  Asia  correspon¬ 
dent  of  the  Philadelphia  Inquirer. 

Fineman  won  the  1985  George  Polk  Award  for  his  Asia 
coverage,  which  included  a  series  on  the  Communist 
insurgency  in  the  Philippines.  He  also  won  an  Overseas 
Press  Club  award  last  year  for  his  reporting  on  India. 

Landon  expands  N.J.  network 

Landon  Associates  announced  that  the  Herald  News  in 
Passaic,  N.J.,  and  the  Dover  Advance  have  joined  its 
Jersey  1  Newspaper  Network,  bringing  the  total  circula¬ 
tion  to  251,003  and  providing  23%  coverage  of  the 
Bergen-Passaic  metro  market. 

The  Jersey  1  Newspaper  Network  now  consists  of 
seven  New  Jersey  dailies  and  is  one  of  85  regional 
networks  across  the  country  represented  by  Landon. 

Pa.  daily  adds  Sunday  edition 

The  Washington  (Pa.)  Observer-Reporter  will  intro¬ 
duce  a  Sunday  edition  this  April. 

“The  Sunday  edition  wll  be  a  complete  Sunday  news¬ 
paper  with  color  comics,  a  feature  magazine,  a  tv  section 
and  at  least  six  sections  of  local,  national  and  internation¬ 
al  news  and  sports,”  said  John  Northrop,  president  of  the 
Observer  Publishing  Co. 

The  daily  Observer-Reporter  has  a  circulation  of  more 
than  36,500. 

Cable  acquisition  completed 

The  Washington  Post  has  completed  its  acquisition  of 
53  cable  systems  from  Capital  Cities  Communications  for 
$350  million  in  cash. 

The  systems,  which  will  operate  as  a  separate  division 
of  the  company  and  will  be  called  Post-Newsweek  Cable, 
Inc.,  have  about  350,000  subscribers  in  15  midwestern, 
western  and  southern  states. 

Capital  Cities  sold  the  systems  as  part  of  its  divestiture 
requirements  in  acquiring  the  American  Broadcasting 
Cos.  Federal  regulations  prohibit  the  three  major  televi¬ 
sion  networks  from  owning  cable  televsion  systems. 

LSU  gets  j-school  grant 

The  Manship  School  of  Journalism  at  Louisiana  State 
University  has  received  a  five-year  grant  totaling  $30, (XK) 
from  Freeport  McMoran  Inc.  of  New  Orleans  to  support 
its  journalistic  programs. 

LSU  will  use  the  grant  money  to  fund  speakers  for  its 
annual  statewide  journalism  conference  and  annual 
statewide  contests  for  high  school  journalists. 

LSU  also  received  a  $52,0(X)  grant  from  the  National 
Council  on  Library  Resources  to  develop  a  teaching 
program  to  serve  as  a  national  model  to  educate  computer- 
I  oriented  career  librarians. 


Park  posts  record  earnings 

Park  Communications  reported  record  revenues  and 
earnings  for  1985. 

Revenues  for  the  year  totaled  $113.7  million,  up  7% 
from  1984’s  $106.4  million. 

Net  income  for  the  full  year  rose  8%  to  $15.2  million 
from  $15.1  million  in  1984.  Earnings  per  share,  adjusted- 
for  a  3-for-2  stock  split  last  August,  also  increased  8%  to 
$1.10  last  year  from  $1.02  in  1984. 

For  the  fourth  quarter.  Park’s  revenues  totaled  $32.1 
million,  up  from  $30.0  million  a  year  earlier,  while  net 
income  for  the  quarter  rose  to  $5.2  million  from  $5.1 
million.  Share  earnings  for  the  quarter,  reflecting  the 
stock  split,  rose  to  380  from  370. 

103  ad  challenges  were 
resolved  by  NAD  in  1985 

The  National  Advertising  Division  of  the  Council  of 
Better  Business  Bureaus  resolved  a  total  of  103  advertis¬ 
ing  challenges  in  1985. 

NAD  said  37%  of  the  challenges  resulted  from  its  pro¬ 
gram  of  monitoring  television,  radio,  national  magazines 
and  newspapers. 

Competitor  challenges  contributed  43%  of  the  total, 
NAD  said,  while  local  Better  Business  Bureaus 
accounted  for  10%  of  the  challenges. 

Consumer  complaints  initiated  directly  to  NAD 
accounted  for  the  remaining  10%  of  the  challenges. 

ASNE  offers  jobs  to  minorities 

The  American  Society  of  Newspaper  Editors,  through 
its  Project  Focus  Program,  is  offering  minority  college 
sophomores  and  freshmen  an  opportunity  to  work  as 
summer  interns  at  their  hometown  newspapers. 

Applicants  must  be  black,  Hispanic,  Asian  or  Native 
American,  have  at  least  a  2.5  grade  point  average  and  be 
able  to  type  40  words  per  minute. 

The  jobs  offered  include  clerks,  messengers,  library 
assistants  and  other  newsroom  positions,  ASNE  said. 

Applications  are  open  until  April  1 . 

Students  should  write  Carl  Morris,  ASNE,  P.O.  Box 
17004,  Washington,  D.C.,  20041.  Applications  should 
include  permanent  mailing  address  and  phone,  college 
mailing  address  and  phone,  year  in  school,  grade  point 
average,  faculty  adviser’s  name,  address  and  phone  and 
an  800- word  typewritten  autobiography. 

Helping  ‘Miss  Liberty’ 

The  Jackson  Newspapers  of  New  Haven,  Conn.,  are 
donating  $5  to  the  Statue  of  Liberty  restoration  fund  for 
every  13-week,  prepay-by-mail  subscription  to  the  morn¬ 
ing  Journal-Courier  and  evening  and  Sunday  New  Haven 
Register  sold  through  February  1 . 

In  addition,  two  home  guides,  “First  Aid  Facts”  and 
“Calories  Counter  and  Exercise  Calculator,”  are  being 
given  to  the  qualifying  subscribers. 

Gannett  Foundation  grants 

The  Gannett  Foundation  approved  47  new  grants  total¬ 
ing  $226,(XX)  in  13  communities  served  by  Gannett  Co. 
media. 

The  Foundation’s  grants  and  program-related  expenses 
in  1985  totaled  about  $19.4  million. 
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is  the  choice  of 

America’s  leading  newspapers, 


look  to  Reuters 
to  help  us  offer  our  readers 
an  added  dimension  in 
national  and  international 
news  coverage 

Asa  Cole,  Executive  Editor 
The  Middlesex  News 

More  and  more  editors  are 

subscribing  to  The  Reuter  News 
Report  because  they  appreciate  its 
quality,  accuracy,  timeliness  and 
worldwide  coverage. 

In  fact,  we’ve  added  more  than 
30  news  bureaus  in  the  last  three  years, 
giving  us  103  around  the  world, 
including  11  in  the  U.S. 

Call  now  for  a  sample  24-hour  run 
of  The  Reuter  News  Report. 


% 


t/s 


Reuters,  1700  Broadway,  New  York,  NY  10019 
John  DePrez  (212)  603-3572 
Mary  EUen  Haskett  (212)  603-3571 
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AtlantaMfeekfy  joins  Parade. 


It’s  a  TANDEM  move. 


I 


1^'  ^  Parade  magazine 

W  proudly  announces  the  ad- 

dition  of  the  Atlanta  Journal 
and  Constitution  through  the 
TANDEM  Program. 

^  What  is  parade  TANDEM? 

TANDEM  is  a  very  advanta- 
i  geous  way  of  publishing  two  Sun- 

day  magazines  in  one.  The  Atlanta 
Weekly  is  now  a  separate,  pull-out 
magazine  printed  within  Parade  maga- 
zine.  So  the  Sunday  Atlanta  Journal  and 
Constitution  readers  now  receive  both. 
i  What  are  TANDEM’S  advantages? 

F  Three  major  ones. 

' !  First,  you  get  Parade’s  high  editorial  quality 

—featuring  such  writers  as  Norman  Mailer, 
Gail  Sheehy,  David  Halberstam,  Carl  Sagan. 
You  also  get  Personality  Parade— one  of  the  best- 
read  features  of  any  publication  in  the  world. 
Second,  you  benefit  from  Parade’s  efficient  roto- 
gravure  printing  process.  It  costs  a  lot  less  per  page  to 
Wf  print  one  64-page  magazine  than  two  32-page  ones. 

W  Third,  the  TANDEM  system  allows  for  high  uniform 
f  reproduction  quality,  too,  because  of  our  state-of-the-art 
color  separation  and  high  quality  printing  capabilities. 

Can  TANDEM  save  you  money? 

Definitely,  it  can.  And  it’s  easy  to  find  out  how. 
k  Just  call  Sandy  Andrews.  His  number  is  (212)  573-1005 
Or  write  him  for  a  sample  copy  of  Tandem,  c/o  Parade 
^B|Magazine,  750  Third  Avenue,  New  York,  NY  10017. 
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Robert  U.  Brown,  Prosldent  James  Wright  Brown 

Fwdinand  C.  Teubner,  Publisher  Publisher,  Chairman  of  the  Board,  1912-1959 


Happy  birthday,  Sears 

How  many  retail  organizations  can  you  name  that  started  to  use 
newspaper  advertising  60  years  ago,  were  buying  $5  million  of  it 
annually  five  years  after  that,  increased  ad  volume  to  $19  million 
during  the  Depression  years,  and  placed  more  than  $500  million  in 
newspaper  advertising  last  year?  Only  one.  Sears,  which  has  become 
the  world’s  largest  retailer  because  of  it. 

That’s  why  E&P  has  taken  upon  itself  the  pleasant  task  of  wishing 
Sears  a  Happy  100th  Birthday  in  this  issue  on  behalf  of  the  newspa¬ 
pers  it  has  used  and  is  still  using  as  its  primary  advertising  medium. 

We  feel  that  an  organization  of  such  size,  which  has  bought  so  many 
millions  of  dollars’  worth  of  newspaper  advertising  for  so  many  years, 
must  have  opinions  worth  listening  to  on  the  subject.  That’s  why  we 
believe  newspaper  ad  executives  will  find  the  comments  by  Sears 
executives  on  matters  of  mutual  concern  extremely  interesting  and 
valuable. 

Freedom  to  speak 

Some  of  the  writers,  some  famous  and  not  so  famous,  who  gathered 
at  the  sessions  of  International  PEN’s  48th  Congress  in  New  York 
City  to  proclaim  their  commitment  to  unhampered  transmission  of 
thought  —  meaning  their  opposition  to  censorship  —  tried  to  impose 
their  own  brand  of  censorship  on  the  meetings. 

Some  of  them  signed  a  petition  denouncing  the  invitation  to  Secre¬ 
tary  of  State  George  Shultz  to  speak  to  the,  heckled  him  when  he 
spoke,  and  a  few  walked  out  in  protest  when  he  did  speak.  They  were 
expressing  their  opposition  to  him  as  an  official  of  a  government  that 
sometimes  uses  the  McCarran-Walter  Act  to  prevent  visits  to  this 
country  by  foreign  writers  whose  views  it  deems  subversive.  Their 
actions  were  reminiscent  of  the  antics  of  college  students  a  few  years 
ago  who  created  disturbances  to  prevent  those  with  whom  they 
disagreed,  or  of  whom  they  did  not  approve,  from  expressing  their 
views  on  campus. 

Their  performance  at  PEN  was  childish  and  fortunately  the  matur¬ 
ity  of  the  majority  prevailed. 

Postmaster  General 

News  that  Albert  Casey  is  succeeding  Paul  Carlin  as  Postmaster 
General  was  met  with  some  enthusiasm  in  the  newspaper  business. 
Here  was  a  man  who  had  been  a  successful  executive  with  the  Times 
Mirror  Corporation  and  at  least  knew  something  about  the  newspa¬ 
per  business. 

That  was  before  a  study  of  the  announcement  revealed  that  his 
tenure  would  be  from  six  to  nine  months.  That  has  been  confirmed  by 
a  later  announcement  from  Southern  Methodist  University  that  Mr. 
Casey  would  fulfill  the  Ann  Cox  Distinguished  Chair  of  Business 
Policy  beginning  in  September. 

The  more  than  760,000  employes  of  the  USPS  who  are  responsible 
for  maintaining  the  service,  and  the  thousands  of  postal  customers, 
particularly  those  using  second  class,  who  are  currently  suffering 
from  rising  rates  and  sporadic  service,  deserve  a  man  of  Mr.  Casey’s 
stature  in  that  job,  but  not  as  a  fill-in  or  interim  executive  who  will  be 
so  handicapped  by  time. 
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Letters  to  the  Editor 


Says  he  has  a  crackpot  idea 

I  am  a  man  with  a  crackpot  idea.  I  I  keep  typesetting  simple.  Explanatory 


know  it’s  crazy  and  for  that  reason  am 
reluctant  to  be  associated  with  it. 
Still,  though,  it  remains  something  of 
an  idee  fixe  that  I  can’t  quite  get  rid  of. 
Perhaps  if  eminent  experts  out  there 
declared  it  to  be  the  crackpot  idea  I 
know  it  to  be,  then  I  could  forget  it  and 
latch  on  to  some  other  harebrained 
fancy. 

What  it  is  is  footnotes. 

Why  don’t  newspapers  use  foot¬ 
notes  at  the  end  of  the  columns  in  the 
same  way  that  respectable  academics 
do? 

I  don’t  know.  Perhaps  newspapers 
originally  foreswore  footnotes  to 


asides  and  source  notes  were  just 
worked  into  the  copy. 

But  we  all  know  that  that  makes  for 
encumbered  and  awkward  prose. 
And  we  know  that  many  times  these 
source  notes  are  left  out  altogether, 
leaving  the  reader  to  wonder  where 
the  reporter  came  up  with  that  bit  of 
information. 

You  can  pick  up  any  paper  on  any 
given  day  and  read  facts  and  statistics 
that  are  given  as  true  without  telling 
the  reader  where  those  figures  came 
from.  I  suspect  it  comes  from  borrow¬ 
ing  from  other  publications.  News¬ 
papers  have  always  had  a  problem  of 


feeding  on  each  other. 

Anyway,  I  believe  that  if  footnotes 
were  used  judiciously  and  wisely, 
they  could  make  for  leaner  and  tighter 
writing  and  to  some  extent  could  help 
the  profession’s  credibility  problem. 
A  footnote  would  give  the  reader  the 
exact  source  of  information  that 
might  otherwise  be  left  out,  and  that 
would  be  an  open  invitation  for  the 
reader  to  check  it  himself  if  he  wished. 

But  I  am  reluctant  to  push  this  my¬ 
self,  since  I  don’t  want  to  be  associ¬ 
ated  with  a  crackpot  idea. 

Murphy  Givens 

(Givens  is  editorial  writer  for  the  Cor¬ 
pus  Christi  (Tex.)  Caller-Times.) 


Voyaging  into  dangerous  waters 


Editor  Perry  has  voyaged  into  the 
dangerous  waters  of  reductionism 
(E&P,  December  28).  He  claims  that 
“The  ASNE  types  who  urge  us  to  “be 
fair,  be  fair,”  would  have  our  news¬ 
papers  become  “  .  .  .  a  gray  morass 
of  innocuous  inanity.” 

His  strong  desire  to  practice  good, 
unfettered  journalism  is  apparently 
clouded  by  the  unfortunate  delusion 


I’ll  never  get  over  how  profession¬ 
als  among  us  will  state  with  great  au¬ 
thority  and  without  one  shred  of 
doubt  that  “none”  is  singular  and, 
therefore,  requires  a  singular  verb. 

Ron  Funk  told  us  precisely  that  in 
the  Dec.  21  letters-to-the-editor 
column. 

The  late  Theodore  M.  Bernstein, 
author  of  “The  Careful  Writer,”  set¬ 
tles  the  question  most  eloquently  this 
way:  “Ms.  Thistlebottom  undoubted¬ 
ly  told  you  in  grammar  school  that 
‘none’  always  takes  a  singular  verb. 
Although  she  was  incorrect  (the  au¬ 
thorities  agree  almost  without  excep¬ 
tion  that  ‘none’  is  more  commonly  a 
plural),  she  probably  knew  what  she 
was  doing,  for  the  authorities  are  not 
altogether  in  agreement  about  when 
to  consider  ‘none’  to  be  plural  unless 
there  is  a  definite  reason  to  regard  it  as 
a  singular.  .  .  .  The  underlying  fallacy 
in  Ms.  Thistlebottom’s  reasoning  is 
that  since  ‘none’  is  derived  from  ‘not 
one,’  she  thinks  it  always  means  that. 
But  it  doesn’t.  Sometimes  it  means 
‘no  amount’  and  most  often  it  means 
‘not  any.’ 

One  of  the  qualities  that  I’ve 
EDITOR  &  PUBLISHER  for  January  25,  198fi 


that  “being  fair”  is  a  form  of  wimpy 
moral  accounting. 

Perhaps  Mr.  Perry  exaggerated  in 
order  to  start  a  dialogue.  Surely  he 
realizes  that  reporters  are  human, 
that  they  have  political,  social  and  re¬ 
ligious  attitudes  that  can  profoundly 
affect  their  work.  Surely  he  knows 
that  gathering  news  and  writing  it 
without  careful  regard  of  “where  the 


observed  in  all  excellent  copy  editors 
is  enough  doubt,  even  in  their  own 
knowledge,  to  send  them  scurrying  to 
look  up  a  point  of  grammar  before 
quoting  it  with  great  authority. 

Timothy  D.  Bunn 

(Bunn  is  managing  editor,  the  Syra¬ 
cuse  (N.Y.)  Herald-Journal/Herald 
American.) 


chips  fall”  will  invite  a  further  loss  of 
credibility  and  respect. 

If  he  wasn’t  toying  with  hyperbole, 
then  I  must  confess  to  shock  at  such 
arrogance.  As  a  former  reporter,  edi¬ 
tor  and  publisher,  I  have  always  pre¬ 
ferred  carefully  practiced  and  en¬ 
forced  fairness  throughout  the  journa¬ 
listic  process. 

No  amount  of  Rambo  movies  or 
editorial  harangues  will  change  my 
mind  about  this  fundamental  right 
that  the  public  has.  Let’s  pursue  the 
news  —  but  let’s  also  remember  that 
we’re  not  marching  off  to  war. 

Duncan  L.  McDonald 
(McDonald  is  an  associate  professor  of 
journalism  at  the  University  of 
Oregon.) 

Short  takes _ 

Erickson  said  he’s  been  riding  the 
mules  for  about  10  years,  and  his  wife 
for  four  years.  —  Eau  Claire  (Wis.) 
Leader  Telegram. 
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Says  ‘none’  is  plural,  not  singular 


Metro  Harrisburg,  PA,  the  nation's  82nd  largest  metro  area,  can  look 
back  on  a  noteworthy  1985  and  look  ahead  to  a  robust  year  in  1986. 


Harrisburg, 

Harrisburg  was  one  of  eight  All-American  cities  chosen  by  USA  TODAY 
and  the  Citizen’s  Forum  on  Self-Government  of  the  National  Municipal 
League,  Inc.  last  year. 


Its  retail  economy  grew  at  a  record  pace,  while  public  and  government 
employment  and  construction  showed  steady  gains,  including  additions 
to  the  multi-million  dollar  Blue  Shield  complex  just  minutes  from  the 
state  capitol. 

82nd  market 

Harrisburg  stores  and  businesses  relied  on  The  Patriot-News  to  grow. 

Our  newspapers  printed  a  record  number  of  pages  in  1985. 

andGrowi^ 

To  provide  the  most  efficient  and  best  possible  service  to  advertisers, 
we  are  constructing  a  $3.5  million  inserting  and  distribution  facility, 
scheduled  to  be  in  operation  by  July. 


Harrisburg  Patriot-News 

Represented  by  Newhouse  Newspapers 


January  25, 1986 
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The  vociferous  minority 

Times  Mirror-sponsored  survey  of  the  pubiic  shows  that  most  press 
criticism  comes  from  a  vocai  minority  comprising  oniy  5%  of  the  popuiation 


By  Andrew  Radolf 

Most  criticism  of  the  way  news 
organizations  perform  their  jobs  actu¬ 
ally  comes  from  a  small,  but  “vocifer¬ 
ous”  minority. 

That  was  one  of  the  findings  of 
“People  and  the  Press,”  a  Gallup 
survey  of  public  attitudes  toward  the 
media  which  was  commissioned  by 
Times  Mirror  Co. 

(E&P  reported  some  initial  findings 
of  the  lengthy  survey  last  week.) 

The  existence  of  this  “vociferous” 
group  of  critics,  Gallup  said,  helps 
explain  the  “enigma”  of  why  so  many 
journalists  believe  the  public  broadly 
disapproves  of  the  news  media,  when 
survey  results  showed  just  the  oppo¬ 
site. 


The  existence  of  this 
“vociferous”  group  of  cri¬ 
tics,  Gaiiup  said,  heips 
expiain  the  “enigma”  of 
why  so  many  journaiists 
believe  the  pubiic  broadly 
disapproves  of  the  news 
media . . . 


“The  press  is  popular  with  the 
majority  of  the  American  people,” 
the  survey  stated.  “The  press  prob¬ 
ably  overstates  its  image  problems.” 

Gallup  said  that  much  of  the  public, 
however,  has  two  minds  about  the 
press.  In  overall  evaluation,  they  like 
the  press  and  its  prominent  people. 
But  on  most  performance  issues,  the 
public  disapproves. 

“The  solution  to  this  riddle  is  two¬ 
fold,”  Gallup  said.  “First,  the  value 
of  the  (press’)  watchdog  role  neutral¬ 
izes  much  of  the  criticism  about  prac¬ 
tices.  If  citizens  value  the  press  as  a 


watchdog,  they  tend  to  look  beyond 
performance  failures.” 

Secondly,  said  Gallup,  is  the  strong 
value  the  public  places  on  news  itself. 

“An  appreciation  of  news  tends  to 
ameliorate  criticisms  about  press 
practices.  News,  as  a  product,  tends 
to  make  the  press  look  good.” 

Solving  the  “riddle”  of  press  crit¬ 
icism  also  means  “understanding  the 
nature  of  those  who  approve  and  dis¬ 
approve”  of  the  media,  Gallup  said. 
“Though  comparatively  small  in 
number,  the  critics  are  well-equipped 
to  make  their  criticisms  register.” 

Gallup  said  the  critics  of  the  media 
fall  into  three  clusters  —  vociferous, 
embittered  and  main  Streeters.  Two 
of  those  clusters,  the  vociferous  and 
the  main  Streeters,  also  turn  out  to  be 
the  news  media’s  most  regular  and 
most  involved  readers  and  viewers. 

The  “vociferous  critics”  amounted 
to  only  5%  of  the  public,  Gallup 
found,  but  they  also  were  the  most 
informed  about  the  press,  and,  were 
the  group  most  likely  to  be  men 
working  as  professionals  or  in  busi¬ 
ness. 

The  “vociferous  critics”  do  not 
represent  an  economic  elite,  Gallup 
said,  but  they  tend  to  be  conserva¬ 
tives,  Republicans  and  strong  sup¬ 
porters  of  Ronald  Reagan. 

“If  there  is  a  committed,  intense 
and  ideological  opposition  to  the 
press,  one  that  knows  what  the  media 
are  trying  to  do  and  objects  to  it,  the 
‘vociferous’  are  it,”  Gallup  stated. 

Gallup  found  that  the  “vociferous” 
complain  about  “a  tong  list  of  perfor¬ 
mance  failures,  political  bias  and 
unfairness  in  particular.” 

However,  this  group  does  “not 
fault  the  press  broadly  for  inaccuracy. 
Nor  do  they  regard  the  news  media  as 
unconcerned  about  the  quality  of 
their  work.” 

But  they  do  question  the  morality 
of  the  press,  Gallup  said,  and  view  the 
press  as  unwilling  to  stand  up  for 


America,  influenced  by  special  inter¬ 
ests  and  harmful  to  democracy. 

The  “vociferous”  also  more  than 
any  other  group,  pro  or  con,  “believe 
that  the  press  is  independent  from  the 
power  structure,”  Gallup  said. 
“Vociferous  critics,  more  than  any 
other  cluster,  see  the  press  as  unin¬ 
fluenced  by  the  federal  government.” 

The  “vociferous”  are  also  avid 
consumers  of  news.  They  are  twice  as 
likely  as  the  rest  of  the  populace  to  list 
news  magazines  as  their  favorite  per¬ 
iodicals;  they  watch  more  network 
news;  nearly  one  in  three  reads  the 
Wall  Street  Journal  and  the  New  York 
Times. 


The  “vociferous 
critics” . . .  tend  to  be 
conservatives. 
Republicans  and  strong 
supporters  of  Ronaid 
Reagan. 


They  are  also  the  most  likely  to 
write  a  letter  to  the  editor,  most  likely 
to  be  quoted  in  the  press,  and  the  most 
likely  to  have  complained  about  a 
news  story. 

“Embittered  critics”  of  the  media 
represent  about  10%  of  the  popula¬ 
tion,  Gallup  said. 

The  “embittered”  see  the  press  as 
both  immoral  and  unprofessional, 
inaccurate  and  uncaring.  “No  group 
disdains  and  distrusts  the  press  as 
deeply  as  the  ‘embittered,”  Gallup 
said,  but  this  group  also  regards  most 
major  institutions  unfavorably,  with 
the  exception  of  the  military. 

The  “embittered”  tend  to  be 
“weak  in  educational  attainment,” 
disproportionately  drawn  from  the 
older  age  groups  and  most  likely  to 
have  served  in  the  military.  Their 
(Continued  on  page  61) 
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A  new  source  of  ad  dollars 

But  newspapers  must  be  willing  to  expand  their  tv  program  listings  to 
include  more  cable  offerings  in  order  to  pick  up  those  additional  ad  bucks 


By  Andrew  Radolf 

Local  cable  systems  operators  are 
becoming  more  promotion  minded, 
and  that  could  translate  into  new 
sources  of  advertising  dollars  for 
newspapers,  according  to  officials 
from  both  industries. 

However,  newspapers  will  have  to 
take  steps  to  expand  their  television 
program  listings  to  include  more  cable 
offerings  and  standardize  both  their 
listing  formats  and  Sunday  tv  books  if 
they  want  to  cash  in  on  cable’s  poten¬ 
tial. 


“I  think  it’s  oniy  naturai 
that  if  newspapers  are 
doing  a  good  job  of 
covering  cable,  that 
would  be  a  favorable 
climate  in  which  to 
advertise.” 


“There’s  potential  for  local  cable 
and  cable  network  ads  in  newspaper 
tv  sections  if  they  would  standard¬ 
ize,”  said  Charles  Kinsolving,  vice 
president  of  the  Newspaper  Adver¬ 
tising  Bureau.  He  remarked  that  pres¬ 
ently,  cable  operators  and  program 
suppliers  “cannot  supply  one  piece  of 
art  and  have  it  fit  the  formats  of  pro¬ 
gram  listings.” 

Kinsolving  said  that  representa¬ 
tives  from  the  cable  industry  will  give 
a  presentation  at  the  International 
Newspaper  Advertising  and  Market¬ 
ing  Executives  convention  in  Las 
Vegas  from  Jan.  26  to  29  “to  talk 
about  what  they  would  like  (from 
newspapers)  and  what  it  would  mean 
for  advertiser  support.” 

Robert  Alter,  head  of  the 
Cabletelevision  Advertising  Bureau, 
said  the  industry  would  be  making  its 
recommendations  on  standardizing  tv 
listings  and  tv  books  in  the  presenta¬ 
tion. 

“We’ve  looked  at  hundreds  and 
hundreds  of  logs  to  isolate  the  ele¬ 
ments  that  make  a  good  one,”  he  said. 

“Cable  is  becoming  much  more 
promotional,”  Alter  continued,  with 


a  growing  need  “to  advertise  for  new 
subscribers  and  advertise  program¬ 
ming  for  viewers.” 

Alter  said  that  it  “probably  won’t 
be  necessary”  for  newspapers  to 
develop  logs  and  grids  listing  all  of  the 
channels  on  a  local  cable  system,  but 
he  also  believes  “it’s  not  difficult  to 
handle  a  lot  of  channels.” 

He  argued  that  as  cable  program¬ 
ming  increases  and  its  audience 
grows,  it  will  be  in  newspapers’  own 
best  interests  to  expand  their  listings 
“from  a  reader  service  and 
reader  satisfaction  point  of  view.” 

Alter  added,  “I  think  it’s  only 
natural  that  if  newspapers  are  doing  a 
good  job  of  covering  cable,  that  would 
be  a  favorable  climate  in  which  to 
advertise.” 

Doug  Wenger,  vice  president  for 
marketing  of  Storer  Cable,  noted  that 
in  the  past,  cable  programmers  have 
offered  local  operators  co-op  dollars 
for  advertising  but  the  money  was  not 
used. 

However,  Wenger  believes  that 
programmers  are  ready  to  launch  “a 
new  effort  to  get  co-op  dollars  spent.” 

He  said  there’s  a  growing  aware¬ 
ness  among  cable  people  that  they 
need  to  do  more  “tune-in”  and  sub¬ 
scriber  solicitation  advertising  in 
newspapers. 

“Our  customers  would  like  to  turn 
to  the  traditional  place  to  find  pro¬ 
gramming,  which  is  the  newspaper,” 


He  argued  that  as 
cable  programming 
increases  and  its 
audience  grows,  it  will 
be  in  newspapers’  own 
best  interests  to  expand 
their  listings . . . 


Wenger  said.  “Our  research  shows 
people  like  to  have  all  the  program 
listings  in  one  place.  It’s  also  to  our 
benefit  to  have  the  franchise’s  name 
in  the  newspaper  every  night  so  peo¬ 
ple  can  see  the  variety  of  program¬ 
ming.  Our  obligation  would  be  to  pro¬ 


vide  the  advertising  dollars.” 

Wenger  said  Storer,  while  seeking 
upgraded  cable  listings,  is  “not  overly 
concerned”  about  editorial  support. 
He  explained  that  the  cable  industry 
at  this  point  is  not  geared  up,  the  way 
the  broadcast  networks  are,  to  pro¬ 
vide  newspapers  with  a  steady  stream 
of  press  releases. 


“Standardization  would 
give  newspapers  a 
competitive  advantage  to 
attract  business  from 
other  traditional 
vehicles.” 


Storer  is  not  interested  in  “going 
the  Denver  route”  where  United 
Cable  subscribers  also  are  given  half- 
price  subscriptions  to  the  Sunday 
Denver  Post  which  includes  an 
expanded  tv  book  with  all  the  cable 
listings. 

“I  think  there’s  a  place  to  stop,” 
Wenger  said,  but  he  also  believes  that 
since  newspapers  and  cable  are  simi¬ 
lar  businesses  in  their  need  to  attract 
new  subscribers,  there  are  nur.'terous 
ways  to  work  together  and  “sell  each 
other.” 

Wenger  is  also  an  advocate  of  more 
standardization. 

“It  would  be  terrific  for  us.  We 
design  our  own  ads  and  provide  a 
newspaper  kit  to  our  cable  systems 
every  week.  We’d  like  to  see  the  kits 
consolidated.” 

Standardization  would  also  help 
newspapers  “see  more  regional  and 
national  cable  business,”  he  said. 
“Standardization  would  give  news¬ 
papers  a  competitive  advantage  to 
attract  business  from  other  traditional 
vehicles.” 

Interlink  folds 

Interlink  Press  Service,  which  spe¬ 
cialized  in  distributing  in  the  U.S. 
news  of  developing  countries  written 
by  Third  World  journalists,  ceased 
operations  on  January  16. 
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Trademark  battle 


Gannett  tells  Florida  dallies  to  stop  distributing  in-house 
newspaper;  says  it  infringes  on  USA  Today  name 


By  Andrew  Radolf 

Attorneys  for  Gannett  recently  told 
the  Jacksonville  (Fla.)  Journal  and 
Florida  Times-Union  to  cease  distrib¬ 
uting  their  in-house  newspaper  on 
grounds  that  it  infringes  on  the  com¬ 
pany’s  trademarks  and  trade  dress  for 
USA  Today. 

Typo  Today  —  the  Newsroom’s 
Newspaper  used  a  typeface  and  logo 
design  similar  to  Gannett’ s  national 
daily  —  only  the  globe  in  the  upper 
left  corner  was  printed  backward  and 
upside  down. 

The  publication’s  copy  did  not 
poke  fun  at  Gannett,  but  was  used  for 
critiquing  stories  that  ran  in  the  Jack¬ 
sonville  dailies. 

Gordon  Lang,  an  attorney  for  Gan- 
nett’s  outside  counsel,  Nixon,  Har¬ 
grave,  Devans  &  Doyle,  wrote  to  the 
“publisher”  of  the  Jacksonville 
newspapers  that  Gannett  considered 
Typo  Today  to  be  “a  direct  imitation 
of  several  of  USA  Today’s  federally 
registered  trademarks  .  .  .  .Accord¬ 
ingly,  we  must  have  your  written 


assurance  by  December  13, 1985,  that 
you  cease  distribution  of  your  pub¬ 
lication  and  that  any  new  publication 
will  have  a  different  name  and  will  not 
imitate  the  USA  Today  trademarks 
and  trade  dress. 

Lang’s  letter  began  with  the  saluta¬ 
tion  “Dear  Sir  or  Madam,”  which 
prompted  Jacksonville  staffers  to 
wonder  if  Gannett  “pays  its  law  firm 
enough  money  to  pick  up  a  directory 
and  determine  the  publisher  of  the 
Jacksonville  newspapers.” 

In  any  event,  Jacksonville 
publisher  Jim  Whyte  responded  to  the 
attorney’s  letter  with  a  promise  to 
“cease  and  desist  immediately  from 
this  obviously  threatening  practice” 
that  “rocked  the  foundations  of  the 
vast  and  powerful  Gannett  empire.” 

Whyte  continued  that  he  actually 
was  “glad  to  be  out  from  under  the 
turkey.  When  our  editorial  depart¬ 
ment  came  up  with  the  ‘Typo  Today’ 
format  for  our  little  house  organ,  I 
objected  strenuously.  I  am  an  unre¬ 
constructed  believer  that  imitation  is 
the  sincerest  form  of  flattery  and  I  do 
not  desire  to  imitate  or  flatter  USA 
Today  ....  So  now,  you  see,  BIG 
BROTHER  (this  format  doesn’t 
violate  anything,  does  it?)  has  said  we 
must  shape  up  or  be  sued  out.  Thank 


you  for  unintentional  support.” 

Whyte  concluded  that  the  Jackson¬ 
ville  dailies  would  “never  again  tread 
on  such  dangerous  ground  or  such 
sensitive  toes.” 

Frederick  W.  Hartman,  executive 
editor  of  the  Jacksonville  papers,  said 
Gannett  found  out  about  the  200-copy 
in-house  organ  because  “people  here 
were  so  delighted  with  it,  they  actu¬ 
ally  mailed  it  to  Gannett.” 

Hartman  said  he  found  Gannett ’s 
reaction  to  be  “incredibly  funny.” 

Times-Union  copy  editor  Pat 
Richards,  who  designed  the  house 
organ,  said  in  a  press  release  prepared 
for  E&P  that  Typo  Today  “was  Just 
for  fun,  for  Pete’s  sake.  We  weren’t 
competing  with  USA  Today.” 

Richards  said,  however,  that  when 
he  saw  the  November  issue  of  the 
Typo  Today  “splashed  with  spot 
blue,  I  got  a  little  nervous.  It  looked 
more  than  USA  Today  than  I  had 
anticipated,  but  I  thought  Gannett 
won’t  object.  They’re  newspaper 
people  and  we’re  newspaper  people 
and  newspaper  people  stick 
together.” 

But  William  Keating,  head  of  Gan- 
(Continued  on  page  35) 
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Minneapolis,  Toronto  retailers 
win  two  NoRMA  awards  each 

Dominate  the  15th  annual  awards  for  the  best  newspaper  advertising 


Two  retailers  each  from  Minnea¬ 
polis  and  Toronto  have  won  first 
places  in  the  15th  annual  NoRMA 
Awards  competition  for  outstanding 
newspaper  advertising.  The  awards 
are  sponsored  by  the  Newspaper 
Advertising  Bureau  and  the  National 
Retail  Merchants  Association. 

The  two  first-place  winners  from 
Minneapolis  are  Chanhassen  Furni¬ 
ture  Gjdleries  (in  the  smallest  cate¬ 
gory)  and  Dayton’s  (in  the  category, 
annual  retail  sales  over  $250  million). 

From  Toronto,  the  two  first-place 
winners  are  Goodman  Manteau  ($25- 
50  million)  and  Holt  Renfrew  &  Co. 
Ltd.  ($50-100  million). 

Other  first-place  winners  are:  B. 
Altman  &  Co.  ($100-250  million); 
Bullock’s  (in  a  tie  with  Dayton’s  for 
over  $250  million);  and  Neiman-Mar- 
cus  (institutional  advertising). 

The  awards  were  presented  at  a 
special  session  of  the  75th  Annual 
NoRMA  Convention  in  the  New 
York  Hilton  Hotel.  Each  first-place 
winner  received  a  gold  engraved 
NoRMA  medallion  mounted  in  clear 
Incite  on  an  engraved  ebony  base. 

The  presentations  were  made  by 


■ _ U  _ L  L  O  _C_  K  _ S 


Bullock's  won  first  prize  tor  its  ods  in 
the  over  $250  million  category. 


Alfred  Eisenpreis,  vice  president/ 
retail  marketing  of  the  Newspaper 
Bureau,  and  John  Murphy,  vice  presi¬ 
dent  promotion  and  marketing  of  the 
National  Retail  Merchants  Associa¬ 
tion. 

Dayton’s  and  Bullock’s,  of  Los 
Angeles,  tied  for  first  place  in  the 
newly  established  category  for  stores 
with  more  than  $250  million  in  annual 
sales.  Dayton’s  20  ad,  black-and- 
white  campaign  featured  models  in 
playful  poses  accompanied  by  catchy 
headlines.  Bullock’s  ran  a  series  of  54 
full-page  ads  models  and  merchandise 
which  the  judges  said,  “showed 
excellent  use  of  newspaper  color.” 

B.  Altman  &  Co.  won  first  prize  in 
the  $100-250  million  category  with  a 
16-page  insert  headlined,  INSPIRA¬ 
TION:  AMERICA,  which  featured 
full-color  photographs  of  store  mer¬ 
chandise. 

First  place  in  the  $50-100  million 
category  went  to  Holt  Renfrew  &  Co. 
Ltd.  for  its  black-and-white  fashion 
ads  which  featured  real  women  talk¬ 
ing  about  their  lifestyles. 

In  the  $25-50  million  category, 
Goodman  Manteau  proved  itself  a 
winner  with  beautiful  black-and- 
white  photos  of  models  in  elegant 
coats. 

The  first  place  winner  in  the  under 
$5  million  category  was  Chanhassen 
Furniture  Galleries  of  Minneapolis 
with  a  series  of  humorous  ads,  easily 
recognizable  for  a  bold  black  type¬ 
face.  One  of  them  featured  a  headline 
using  both  words  and  pieces  of  furni¬ 
ture  and  claiming,  “Our  sale  prices  on 
upholstered  furniture  won’t  cost  you 
an  (arm)  and  a  (leg).” 

First  place  in  the  institutional 
advertising  category  went  to  Neiman- 
Marcus  of  Dallas.  Their  ad  series, 
entitled  “France  by  the  Sea,”  fea¬ 
tured  merchandise  from  southern 
France  and  made  frequent  use  of  bold 
color  illustrations. 

This  year  marked  the  debut  of  the 
Public  Service  category.  An  Award  of 
Merit  went  to  the  Cleveland  Plain 
Dealer  of  Cleveland,  Ohio,  for  its  full- 
page  ad  which  featured  a  photograph 
of  a  pregnant  woman,  cigarette  in 
hand,  headlined,  “Smoke  and  You’ll 
Never  Know  What  to  Expect.” 

A  special  Award  went  to  Chicago’s 


Carson  Pirie  Scott  for  all  the  adver¬ 
tising  in  a  special  Sunday  magazine 
section,  “24  Hours  in  Chicago,” 
much  of  which  featured  Chicagoans 
as  models. 

The  NoRMA  Awards  were  estab¬ 
lished  to  recognize  excellence  in  retail 
advertising.  Eligible  for  this  year’s 
awards  were  any  ads  run  in  a  daily  or 
Sunday  newspaper  between  Novem¬ 
ber  1,  1984  and  October  31,  1985. 

A  complete  list  of  the  1985 
NoRMA,  Silver  Award,  and  Award 
of  Merit  winners  follows. 

Results  of  the  1985 
NoRMA  competition 

Over  $250  million:  First  place,  tie 
between:  Dayton’s  of  Minneapolis 
and  Bullock’s  of  Los  Angeles;  Sec¬ 
ond  place,  three-way  tie  between: 
Abraham  &  Straus  and  Saks  Fifth 
Avenue,  both  of  New  York  City  and 
Emporium-Capwell  of  San  Fran¬ 
cisco;  Awards  of  Merit:  FortunofF  of 
Westbury,  N.Y.;  Bullock’s  of  Los 
Angeles;  and  Emporium-Capwell  of 
San  Francisco. 

$100-250  million:  First  place:  B. 
Altman  &  Co.  of  New  York  City; 


Neiman-AAarcus  won  first  prize  in  the 
institutional  cotegory. 
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Our  sale  prices  on 
uptiolstered  furniture 
won’t  cost  you  an 


Hubert  W.  White,  a  Minneapolis  re¬ 
tailer,  won  second  prize  in  the  under  $5 
million  category. 

Second  place,  tie  between:  ZCMI  of 
Salt  Lake  City  and  Frederick  &  Nel¬ 
son  of  Seattle;  Award  of  Merit: 
Robinson’s  of  Florida,  St.  Peters¬ 
burg,  Fla. 

$50-100  million:  First  place:  Holt 
Renfrew  &  Co.  Ltd.  of  Toronto;  Sec¬ 
ond  place:  No  Award;  Award  of 
Merit:  Cain-Sloan  Co.  of  Nashville. 

$25-50  million:  First  place:  Good¬ 
man  Manteau  of  Toronto;  Second 


Dayton  s  was  o  winner  ot  firs’ 
the  over  $250  million  category. 


place:  No  Award;  Awards  of  Merit; 
Carlisle’s  of  Ashtabula,  Ohio  and 
Brown’s  Shoe  Shop,  Inc.  of  Ville  St. 
Laurent,  Quebec. 

$5-25  million:  No  Awards. 

Under  $5  million:  First  place:  Chan- 
hassen  Furniture  Galleries  of  Minnea¬ 
polis;  Second  place:  Hubert  W.  White 
of  Minneapolis;  Awards  of  Merit: 
Kitchen  Bazaar  of  Washington,  D.C. 
(Continued  on  page  61) 
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First  prize  ods  in  the  under  $5  million 
category  went  to  Chonhossen  Furniture 
Galleries  of  Chonhossen,  Minn. 


Bamberger's  (right)  and  Mocy's  New  York  (left)  won  second  prizes  in  the 
institutional  category. 
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Newspaper  execs  wine  and  dine  retaii  execs 

Ad  Bureau’s  annual  dinner-dance  during  NRMA  convention  draws  big  crowd 


Michael  Hecht  (left),  president.  The 
Broadway  Stores,  Los  Angeles,  chats  with 
Arthur  Ochs  Sulzberger,  publisher  and 
president  of  the  New  York  Times. 


Newspaper  Ad  Bureau  president  Craig 
Standen  (left)  and  Tom  Johnson,  publisher 
and  CEO  of  the  Los  Angeles  Times  and 
chairman  of  the  Ad  Bureau,  greeted 
guests. 


Retailers  are  newspapers’  best  cus¬ 
tomers  and  every  January  at  the 
annual  convention  of  the  National  Re¬ 
tail  Merchants  Association,  the  board 
of  directors  of  the  Newspaper  Adver¬ 
tising  Bureau  holds  a  reception  and 
dinner  for  the  board  of  NRMA. 

The  objective:  for  the  leaders  of  the 
newspaper  business  and  the  retail 
business  to  get  to  know  each  other  on 
a  personal  basis. 

This  year  being  the  75th 
anniversary  of  NRMA,  something 
special  was  called  for.  The  result  was 
a  black-tie  dinner  dance  at  New 
York’s  Hotel  Pierre  on  January  13. 

A  newspaper  columnist  is  usually 
the  featured  speaker,  and  the  occa¬ 
sion  generally  runs  to  lots  of  laughs. 
This  year’s  speaker  was  a  newspaper 
columnist  (for  the  L.A.  Times  Syndi¬ 
cate),  but  former  Secretary  of  State 
Henry  Kissinger  spoke  on  two  sub¬ 
jects  of  great  seriousness:  Soviet- 
American  relations  and  terrorism. 

In  another  special  feature  honoring 
NRMA’s  75th  anniversary.  Ad 
Bureau  president  Craig  Standen 
announced  establishment  of  the  NAB 
Library  of  Newspaper  Advertising. 
The  library  will  be  located  at  NRMA’s 
headquarters  in  New  York  City,  and 
the  Ad  Bureau  has  named  a  panel  of 
experts  to  make  an  initial  selection  of 
books  for  the  library. 

Pictured  on  this  page  are  newspa¬ 
per  execs  mingling  with  retailers  at 
the  Ad  Bureau  dinner-dance. 


Roy  Blackfield,  president  of  Sawyer- 
Ferguson-Walker,  and  his  wife  Joyce. 


Jack  Kilmartin  (left)  chairman  and 
CEO,  Mervyn's,  Hayward,  Calif.,  and 
Stan  Stauffer,  president,  Stauffer  Com¬ 
munications. 


(From  left)  Henry  Kissinger,  Tom  Johnson  of  the  Los  Angeles 
Times  and  Ken  AAacke,  chairman  and  CEO,  Dayton-Hudson 
Corp.,  Minneapolis. 


(From  left)  Richard  Eils,  president.  Thrifty  Corp. ,  Los  Angeles, 
and  his  wife  Marilee,  chat  with  David  Threshie,  publisher. 
Orange  County  Register,  Santa  Ana,  Calif. 
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Henry  Kissinger  (left)  talks  with  Robert 
Momsen,  vice  president,  marketing,  St. 
Paul  Press-Dispatch,  and  president-elect, 
INAME. 


Henry  Kissinger  (left)  talks  with  Dolph 
Simons,  president  and  publisher  of  the 
Lawrence  (Kans.)  Journal-World. 


Newspaper  ad  directors’  group  celebrates  its  75th  anniversary 

INAME  history  reflects  newspaper  industry’s  volatility 


When  International  Newspaper 
Advertising  and  Marketing  Execu¬ 
tives  meet  in  Las  Vegas  (Jan.  26-29)  to 
celebrate  their  75th  anniversary, 
members  will  ponder  a  history  that 
reflects  the  great  volatility  of  the 
newspaper  industry  itself  during  the 
period. 

For  unlike  some  other  newspaper 
groups,  INAME  has  not  concentrated 
on  just  a  few  industry  problems  nor 
tried  to  grow  by  constant  compro¬ 
mise. 

Instead,  it  has  flourished  despite 
some  wrenching  controversies,  walk¬ 
outs  by  rump  factions,  and  an  indus¬ 
try  leadership  style  that  resembles 
more  a  gadfly  than  a  diplomat. 

In  its  75  years,  INAME  has  even 
had  trouble  settling  on  a  name:  it  has 
changed  its  designation  seven  times 
and  its  most  recent  name  is  only  five 
years  old. 

Attacking  dishonest  ads 

INAME  began  life  on  Aug.  2, 1911, 
when  a  small  group  of  newspaper 
men,  led  by  New  York  Times  business 
manager  Louis  Wiley,  met  in  Boston 
and  founded  the  “Newspaper  Depart¬ 
mental”  of  the  Associated  Advertis¬ 
ing  Clubs  of  America. 

It  was  a  time  when  shady  advertis¬ 
ing  practices  —  and  some  outright 
absurdly  dishonest  claims  —  were 
hurting  the  credibility  of  newspapers 
and  advertising  departments. 


(Editor’s  note:  material  for  this  article 
was  taken  from  INAME  history  pre¬ 
pared  by  Paula  K.  Schimmer,  staff 
writer  for  “INAME  News.”) 


Local  clubs  of  the  new  Newspaper 
Departmental  organized  “vigilance” 
committees  to  promote  truth  in  adver¬ 
tising.  In  its  second  convention  at 
Dallas  in  1912,  the  departmental 
created  the  National  Vigilance  Com¬ 
mittee  —  an  organization  that  became 
the  Better  Business  Bureau  four  years 
later. 

Spawning  ABC 

If  there  is  one  consistent  thread 
throughout  INAME’s  history,  it  is 
that  the  organization  has  spawned 
some  of  the  most  important  groups  in 
newspapering  and  advertising. 

The  Newspaper  Departmental,  for 
example,  was  instrumental  in  forming 
the  Audit  Bureau  of  Circulations  in 
August  1914. 

By  June  1915,  the  Newspaper 
Departmental  was  ready  to  go  out  on 
its  own.  It  officially  organized  as  a 
new  organization,  though  it  retained 
its  affiliation  with  the  Associated 
Advertising  Clubs  of  America. 

That  same  year,  the  organization 
adopted  its  first  Standard  of  Practice 
—  the  first  of  what  was  to  become  a 
series  of  ever  more  rigorous  codes  of 
ethics. 

The  code  was  to  prove  particularly 
important  in  the  boom  years  of  the 
early  1920s,  when  the  industry  was 
increasingly  concerned  by  the  growth 
of  advertising  for  fraudulent  financial 
speculation  schemes. 

When  the  group  met  for  its  1920 
convention.  Editor  &  Publisher  edi¬ 
torialized:  “The  Newspaper  Depart¬ 
mental  was  easily  the  most  important 
of  the  various  gatherings  ....  The 


impetus  given  the  broader  business 
viewpoint  that  is  rapidly  winning  its 
proper  place  in  the  newspaper  field 
would  alone  have  made  this  year’s 
meeting  worthwhile.” 

Confronting  radio 

In  1923,  the  organization,  now 
known  as  the  National  Association  of 
Newspaper  Executives,  first  faced 
the  growing  competitive  threat  of  a 
new  technology  —  radio. 

Not  that  all  members  believed  that 
radio  was  a  threat.  Department  store 
chain  president  Lew  Hahn,  for  exam¬ 
ple,  told  the  convention  that  “the 
principal  function  of  the  radio,  to  me, 
is  to  give  amusement,  and  I  am  of  the 
opinion  that  no  medium  chosen 
chiefly  for  amusement  is  ever  a  good 
advertising  medium  for  general 
advertisers.” 

By  the  mid-1920s,  however,  the 
threat  was  growing,  but  the  organiza¬ 
tion  —  which  had  again  changed  its 
name,  this  time  to  the  Association  of 
Newspaper  Advertising  Executives 
—  was  of  two  minds. 

In  two  meetings  in  1928,  for  exam¬ 
ple,  radio  was  dismissed  as  being  like 
a  town  crier  whose  audience  “must 
be  ready,  waiting  and  idle”  —  and 
also  called  a  “possible  Frankenstein 
which  may  devour  the  newspapers 
that  are  assisting  it  to  prominence  as 
an  advertising  medium.” 

National  ad  rates 

At  about  the  same  time,  the  organi¬ 
zation  began  to  discuss  a  theme  that 
has  proved  to  be  the  most  intractable 
INAME  had  faced:  the  rate  differen- 
(Continued  on  page  57) 
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Super  copy 

When  Super  Bowl  XX  is  over,  what  will  sportswriters  write  about? 


By  Debra  Gersh 

As  this  is  being  written,  only  fate 
knows  what  the  future  holds,  but  by 
the  time  you  read  this.  Super  Bowl 
XX  will  be  over. 

The  winners  will  be  gloating  (as 
well  as  picking  and  choosing  offers  for 
commercial  endorsements),  and  the 
losers  will  be  licking  their  wounds, 
looking  to  next  season. 

But  more  than  the  hundreds  of  dol¬ 
lars  lost  betting  for  the  wrong  team, 
hundreds  of  inches  of  copy  will  be 
gone  from  the  pages  of  newspapers  in 
Boston  and  Chicago. 

For  the  Chicago  Sun-Times  and  the 
Chicago  Tribune,  the  frenzy  sur¬ 
rounding  the  Bears  built  up  in  their 
coverage  as  it  built  up  in  the  com¬ 
munity  during  the  season.  After  all,  it 
was  pretty  well  expected  (except,  of 
course,  by  us  in  New  York  and  pos¬ 
sibly  some  in  Los  Angeles)  that  the 
Bears  were  headed  for  the  national 
championship  game.  The  papers  had 
time  to  plan. 


Doha  said  he  and 
Quinn  were  to  exchange 
“i  hate  Chicago”  —  “i 
hate  Boston”  coiumns 
the  week  before  the 
game. 


“We  caught  a  good  break,”  said 
Tom  Cunningham,  sports  editor  of 
the  Sun-Times.  “They  were  running 
through  the  season  and  toppling 
bodies  all  the  way — except  for  Miami 
—  so  we  could  see  it  coming.  For 
Chicago  sports  this  is  our  finest  hour. 

“The  city  of  Chicago  shuts  down 
for  three  hours  every  Sunday  after¬ 
noon,”  he  said.  “This  is  the  biggest 
story  in  Chicago  in  just  years  and 
years.” 

But  who  ever  thought  the  Patriots 
could  win  three  big  games  in  a  row  — 
on  the  road,  no  less  —  to  make  it  to 
New  Orleans?  Certainly  there  was 
some  hope,  vague  that  it  was. 

Vincent  Doria,  sports  editor  of  the 
Boston  Globe,  said  at  the  start  of  the 
season  Las  Vegas  odds  gave  the 
Bears  an  even  chance  at  winning  the 


Super  Bowl,  but  the  odds  on  New 
England  were  50-to-l. 

“We  were  leery  about  doing  too 
much  pre-preparation  when  we  still 
felt  their  chances  to  get  there  were  not 
too  good,”  Doria  said.  “We’re  (now) 
working  on  the  fly  a  little  more  than 
we  would’ve  liked  to.” 

Boston  Herald  sports  editor  Peter 
Drumsta  said,  “people  still  don’t 
believe  it.” 

During  the  Bears’  season,  the  Tri¬ 
bune  tried  to  keep  its  coverage  in 
perspective,  said  sports  editor  Gene 
Quinn.  But  as  the  team  moved  closer 
to  the  championship,  he  said,  cover¬ 
age  was  “turned  up  a  notch.  This 
hasn’t  sneaked  up  on  Chicago.  They 
knew  they  had  a  good  football  team  a 
year  or  two  ago.  But  now  people  are 
reveling  in  it.” 

On  non-game  days,  the  Sun-Times 
averaged  six  or  seven  stories,  Cun¬ 
ningham  said,  and  about  19-21  stories 
on  days  after  games. 

“There’s  a  city  full  of  stories  out 
there.  We  have  not  had  a  slow  news 
day  Bears-wise  since  they  beat  your 
Giants,”  he  said,  pouring  salt  in  an 
open  wound. 

The  two  cities  went  wild,  and  as  a 
result,  sportswriters  were  coordinat¬ 
ing  assignments  with  news  writers. 

“We’re  happy  for  the  help,”  Doria 
said. 

“The  Patriots  were  page  one  head¬ 
lines  for  a  day  or  two  before  the 
Miami  game  through  last  Tuesday 
(Jan.  14),  about  10-12  straight  days,” 
Drumsta  said. 

As  with  the  others,  he  said  the  news 
side  did  advance  stories  on  the  Super 
Bowl  as  well,  ranging  from  the  odys¬ 
sey  of  fans  headed  to  New  Orleans  to 
ticket  scalping  to  whatever.  Forty- 
five  advance  stories  were  given  to 
virtually  every  one  of  the  21  writers 
on  staff,  Drumsta  said  with  a  laugh. 

Doria  said  he  and  Quinn  were  to 
exchange  “I  hate  Chicago”  —  “I  hate 
Boston”  columns  the  week  before  the 
game. 

“In  the  spirit  of  overkill,”  the 
Globe  was  slated  to  send  23  people  to 
the  big  game.  If  the  Patriots  had  not 
made  it  that  far,  the  Globe  would  have 
sent  four  people  to  cover  the  game, 
Doria  said. 

“All  the  media  .  .  .  we’re  all  guilty 
of  a  little  bit  of  overkill  on  this,”  Doria 


said.  “There’s  definitely  sort  of  a  ten¬ 
dency  to  become  a  fan  in  all  of  this. 
The  sports  media,  which  covers  this 
every  day,  is  kind  of  jaundiced”  to  the 
whole  thing.  The  newspeople,  how¬ 
ever,  tend  to  act  like  real  fans,  using 
an  “awful  lot  of  ‘we’  and  ‘us’ — ‘our 
Patriots.’  For  sports  people  that’s 
kind  of  tough  to  swallow.” 

Quinn  agreed  that  “When  the 
Super  Bowl  happens  many  other 
things  come  to  a  standstill.  There’s 
little  other  sports  news.  We  have  to  be 
on  our  guard  not  to  get  caught  up  in 
the  frenzy.  To  be  honest,  when  you’re 
in  the  business  of  journalism  you 
can’t  get  too  high  or  too  low  covering 
it.  You  don’t  add  to  the  frenzy,  but 
you  can  have  fun  covering  it. 


“in  the  spirit  of 
overkiii,”  the  Giobe  was 
stated  to  send  23  peopie 
to  the  big  game,  if  the 
Patriots  had  not  made  it 
that  far,  the  Giobe  wouid 
have  sent  four  peopie . . . 


“You  can’t  ever  dive  into  it  and 
smear  it  all  over  yourself.  You  can 
dive  into  reporting  about  people  who 
are  smearing  it  all  over  themselves,” 
he  said.  “It’s  fun,  exciting.  The  Bears 
are  an  interesting  cast  of  characters, 
and  people  in  the  community  are 
interested  in  the  story.” 

Cunningham  agreed  that  covering 
the  Bears  has  been  fun. 

“For  the  NFL  this  is  a  dream  team. 
The  NFL  has  often  been  criticized  for 
being  too  much  of  the  same  thing. 
Then  comes  the  Refrigerator  who 
stomps  on  people,  McMahon  who  is 
just  two  steps  short  of  goofy  as  a 
celebrity  and  the  defense  with  Sin¬ 
gletary  is  beautiful  to  watch,”  he  said. 

“Marvelous”  Marvin  Hagler,  the 
Celtics  and  Boston  College’s  appear¬ 
ance  in  the  Cotton  Bowl  last  year 
have  given  the  Beantown  newspapers 
plenty  of  experience  sharing  big 
sports  stories  with  the  news  depart¬ 
ment. 

But  according  to  Drumsta,  “It’s 
extremely  rare  that  a  story  we  cover 
{Continued  on  page  48) 
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ADVERTISING - 


City-based  retailers  praise  effectiveness  of  newspapers 


The  nation’s  cities  are  once  again 
alive  and  kicking,  and  downtown 
retailing  has  followed  that  resurgence 
with  innovative  store  designs  and 
goods,  backed  up  by  strong  newspa¬ 
per  advertising. 

That  was  the  message  delivered  by 
Alfred  Eisenpreis  of  the  Newspaper 
Advertising  Bureau  as  he  addressed 
the  annual  convention  of  the  National 
Retail  Merchants  Association  last 
week  in  New  York  City. 

“Last  fall,  when  we  began  work  on 
this  morning’s  presentation,  our  plan 
was  to  examine  the  distinctive  city 
style  in  retail  advertising  which  we 
saw  emerging  in  our  pages  —  creative 
techniques  that  take  their  tone  and 
visual  elements  from  city  life,’’  Eisen¬ 
preis  said. 

In  a  film  presentation,  which  illus¬ 
trated  the  speech  with  comments 
from  retailers,  developers  and  city 
leaders,  Mary  Joan  Glynn  of  Bloom- 
ingdale’s,  said,  “It  is  the  electricity, 
the  crowds.  Our  traffic  alone  brings 
that  sense  of  electricity.  They  move 
rapidly.  There’s  something  going  on 
in  every  corner.  Sometimes  we  feel 
maybe  even  too  much.  But  it  is  a  spirit 
of  electricity  that  pervades  the  store. 
We  try  to  convey  it  also  in  our  visual 
presentation,  in  our  advertising  and  in 
every  element  of  marketing  the 
store.” 

But  according  to  Eisenpreis,  the 
success  of  these  in-town  stores 
depends  on  understanding  their  cus¬ 
tomers,  “and  understanding  city  cus¬ 
tomers  means  understanding  city 
style. 

“City  style  is  the  special  way  city 
people  carry  on  the  business  of  living. 

Shopper  hires 
ad  consultant 

Spokane  (Wash.)  Week  recently 
entered  into  an  agreement  with  Shop¬ 
per  Enterprises,  Inc.  of  Blue  Earth, 
Minn.,  under  which  the  advertising 
publication  will  act  as  a  consultant  to 
the  paper. 

Shopper  Enterprises  operates  12 
advertising  shoppers,  mostly  in  the 
Midwest,  but  this  affiliation  marks  its 
first  entry  into  the  far  West. 

Spokane  Week  has  been  published 
for  more  than  two  years  by  the  Haga- 
done  Corporation,  and  officials  from 
the  paper  are  hoping  that  this  agree¬ 
ment  will  help  them  provide  increased 
service  needs  to  county  businesses 
and  advertisers. 


It’s  reflected  in  what  they  wear  and 
how  they  wear  it,  how  they  walk  and 
talk,  act  and  react,”  he  continued. 
“The  city  style  is  broadly  decorative. 
It  sweeps  across  a  crowded  room,  or 
newspaper  page,  with  panache. 

“The  essential  question  is  whether 
your  store,  and  your  newspaper 
advertising,  captures  this  urban 
vision  —  the  full  range  of  style  and 
experience  that  makes  a  city  a  city,” 
Eisenpreis  told  the  retailers. 


Marvin  Traub,  chairman 
of  Bioomingdaie’s,  said 
the  store  spends  about 
75%  of  its  advertising 
budget  —  outside  of 
cataiogues  —  in 
newspapers . . . 


Marvin  Traub,  chairman  of 
Bioomingdaie’s,  said  the  store  spends 
about  75%  of  its  advertising  budget  — 
outside  of  catalogues —  in  newspa¬ 
pers,  and  it  is  a  “major  user  of  the 
newspapers  in  the  remote  markets.” 


In  San  Diego,  John  Gilchrist,  presi¬ 
dent  of  Ernest  W.  Hahn  Co.,  develop¬ 
ers  of  the  Horton  Plaza  shopping 
complex  there,  said  newspaper 
coverage  is  very  important. 

“In  order  to  continue  to  bring  peo¬ 
ple  in,  it’s  something  that  takes  an 
ongoing  advertising  program,”  he 
said.  “We  find  that  newspaper  cover¬ 
age  is  very  important  here  in  San 
Diego.  And  as  a  consequence  we  are  a 
continual  advertiser  not  only  as  the 
Horton  Plaza,  as  its  entity  unto  itself, 
but  also  for  each  one  of  our  (154) 
individual  tenants.” 

Glynn  added  that,  “City  people 
tend  to  read  newspapers  much  more 
intensively  than  many  people  do. 
Newspapers  are  a  way  of  letting  the 
customer  know  every  single  day  on 
many,  many  pages  what  the  store  is 
about  and  what  merchandise  is  in  the 
store.  It’s  our  way  of  getting  through  to 
the  public.” 

Matt  DeVito,  chairman  of  the 
board  of  the  Rouse  Company,  said 
“We  are  still  very,  very  much 
devoted  to  the  print  media.  We  take 
very  seriously,  I  think  more  seri¬ 
ously,  the  need  to  keep  the  name  of 
those  projects  before  the  public.” 


INAME  supports  Audit  Bureau 


International  Newspaper  Advertis¬ 
ing  and  Marketing  Executives  sup¬ 
ports  the  Audit  Bureau  of  Circula¬ 
tions  in  its  refusal  to  adopt  audience 
research  or  count  bulk  sales  in  its  net 
paid  circulation  figure,  INAME  presi¬ 
dent  John  Wolf  said. 

Wolf,  senior  vice  president  of  the 
Dallas  Times  Herald,  said  INAME 
has  taken  a  “supportive”  stance  in  the 
Audit  Bureau  controversy,  which  has 
seen  15  papers  resign  from  the  bureau 


and  over  50  publishers  sign  a  state¬ 
ment  in  favor  of  the  72-year-old 
agency. 

“I  really  don’t  see  a  point  in  time 
when  the  ABC  (statements)  will  be 
published  in  tandem  with  audience  re¬ 
search,”  Wolf  said. 

INAME,  then  known  as  the  News¬ 
paper  Departmental  of  the  Associated 
Advertising  Clubs  of  America,  helped 
create  the  Audit  Bureau  in  August 
1914. 


(St.  Petersburg)  Times  Publishing  Co. 
to  launch  another  statewide  magazine 


Times  Publishing  Co.  of  St.  Peters¬ 
burg,  Fla.,  intends  to  launch  Arizona 
Trend  later  this  year,  bringing  to  three 
its  number  of  monthly,  statewide 
business  magazines. 

Times  Publishing  acquired  Florida 
Trend,  which  was  launched  in  the 
1950s,  about  six  years  ago  and  it  now 
has  over  40,000  paid  circulation.  In 
September  1985,  Georgia  Trend  was 
launched,  and  its  circulation  stands  at 
12,000. 

Eugene  Patterson,  chairman  of 
Times  Publishing,  said  the  company 


is  prepared  to  commit  $2  million  over 
the  next  four  years  to  Arizona  Trend’s 
start-up.  The  magazine  will  be  based 
in  Phoenix  and  targeted  for  middle 
and  top  level  executives. 

Patterson,  who  is  also  chairman  of 
the  three  Trend  magazines,  said  it  is 
the  company’s  “intention”  to  expand 
the  Trend  group  further,  most  likely  in 
fast  growing  Sunbelt  states. 

“We’ve  set  no  maximum  number,” 
he  said.  “We’ve  got  our  plates  full 
right  now,  but  over  time  it’s  our  inten- 
(Continued  on  page  49) 
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Archdiocese  runs  ad  campaign  to  recruit  churchgoers 


By  Debra  Gersh 

The  message  was  clear  and  simple: 
“Come  home  for  Christmas.” 

But  it  wasn’t  a  message  left  on 
someone’s  answering  machine  by  his 
mother,  it  was  the  message  sent  out  to 
virtually  all  those  within  the  Archdio¬ 
cese  of  New  York  via  a  media  blitz 
during  the  holiday  season. 

Michael  lanzito,  account  executive 
for  Batten  Barton  Durstine  &  Osborn 
Inc.  in  New  York,  which  handled  the 
account,  said  the  problem  was  to  get 
people  back  into  the  church,  and  to 
reach  as  many  people  as  possible 
within  the  boundaries  of  the  archdio¬ 
cese  —  which  includes  the  five  bor¬ 
oughs  of  Manhattan  as  well  as  West¬ 
chester  County  and  surrounding  sub¬ 
urbs. 

“We  didn’t  really  want  a  glitzy 
thing,”  he  said.  “The  focus  was  on 
the  home,  to  make  people  think  of  the 
church  as  a  place  to  always  be  wel¬ 
come  back. 

“Everybody  has  their  own  feelings 
about  the  season  and  themselves,” 
lanzito  continued.  “A  lot  of  people 
are  lonely.  This  is  a  little  more  than 
‘Put  Christ  back  in  Christmas.’  Just 
remember  the  church  is  always  there. 
Just  remember  you  have  a  friend  out 
there.” 


According  to  lanzito, 
there  were  five  full-page 
newspaper  ads  in 
English,  one  in  Spanish 
and  one  in  Italian. 


Father  Peter  Finn,  director  of  com¬ 
munications  for  the  archdiocese,  said 
the  message  was  put  in  such  a  way  to 
help  “all  people  of  all  faiths  to  find 
God  if  they  have  strayed.” 

He  also  said  this  is  the  first  time  the 
church  has  used  the  media  so  exten¬ 
sively.  When  Pope  John  Paul  visited 
New  York  a  few  years  ago,  the 
Archdiocese  hired  BBD&O  to  create 
a  poster  campaign  celebrating  his  arri¬ 
val. 

According  to  lanzito,  there  were 
five  full-page  newspaper  ads  in 
English,  one  in  Spanish  and  one  in 
Italian.  There  were  also  three  English 
radio  spots  and  one  Spanish  radio  ad, 
as  well  as  several  television  commer¬ 
cials.  Posters  were  also  put  up  in 


Christmas  comes 
but  once  a  year. 


Wb  hope  you  come 
mor6  often. 


Come  home  at  Christmas- 
find  what  you’re  missing. 

Tht  Catfvic  ArchdocvM  of  Naw  \Mt. 


churches  and  other  locales.  He  esti¬ 
mated  that  ads  were  placed  in  about 
15  newspapers  throughout  the  area. 

The  Dec.  10-30  campaign  was 
timed  to  run  approximately  from 
Advent,  the  beginning  of  the  church 
year,  through  the  end  of  the  calendar 
year.  Advertising  in  the  Spanish 
media  lasted  through  the  first  week  in 
January  to  coincide  with  the  Epi¬ 
phany. 

“It  was  natural  in  terms  of  timing 
and  symbolism,”  said  Father  Finn. 

But  the  first  working  meeting  was 
not  until  the  week  before  Thanksgiv¬ 
ing,  and  ads  were  on  the  air  three  to 
four  weeks  later. 

“We  really  pulled  out  all  the 
stops,”  lanzito  said.  “You  can’t  post¬ 
pone  Christmas.” 

As  anyone  who  has  been  in  New 
York  City  during  the  holiday  season 
can  imagine,  the  influx  of  people  on 
the  streets  of  the  city  led  to  some 
interesting  technical  problems  while 
shooting  the  television  commercials. 

For  example,  lanzito  said  one  of 
the  shots  was  done  at  an  office  build¬ 
ing  near  Rockefeller  Center  —  on  the 
day  the  tree  was  lit  —  and  another  in 
front  of  St.  Patrick’s  Cathedral. 

“We  had  lots  of  Christmas  shop¬ 
pers  to  shoot  through,”  he  said.  It 
also  took  a  while  to  find  a  department 
store  they  could  use.  Not  many  were 
too  keen  on  the  idea  of  closing  their 
doors  during  the  height  of  the  holiday 
shopping  season. 

But  lanzito  said  everyone  working 
on  the  project  had  a  really  good  feel¬ 
ing  and  spirit  about  it  that  made  the 


long  hours  and  intense  production  the 
“Miracle  on  Madison  Avenue.” 

The  campaign  was  kicked  off  by 
focusing  on  the  ringing  of  all  the 
church  bells  in  the  archdiocese  at  5 
p.m.,  and  built  up  to  the  final  message 
that  ‘‘Christmas  comes  but  once  a 
year.  We  hope  you  come  more 
often.” 

It  will  be  difficult  to  measure  the 
impact  of  the  campaign,  but  Father 
Finn  said  parishes  will  be  asked  to 
evaluate  and  get  a  feeling  for  its  effec¬ 
tiveness  toward  the  end  of  the  month. 


lanzito  said  the  idea  to 
promote  the  church 
came  out  of  the  recent 
meeting  of  cardinals  with 
the  Pope  in  Rome. 


lanzito  said  the  idea  to  promote  the 
church  came  out  of  the  recent  meeting 
of  cardinals  with  the  Pope  in  Rome. 
John  Cardinal  O’Connor  of  New 
York  really  appreciates  the  media  and 
knows  how  to  use  it,  he  said. 

As  Lent  and  the  Easter  holiday  sea¬ 
son  approach,  another  campaign 
using  the  same  theme  may  run  again, 
lanzito  and  Father  Finn  said. 


Computer  firm 
reduces  prices 

Bedford  Computer  Corp.  has 
announced  price  reductions  and  other 
marketing  efforts  since  filing  for  pro¬ 
tection  from  creditors  under  Chapter 
11  of  the  federal  bankruptcy  code. 

The  financially  troubled  Bedford, 
N.H.,  manufacturer  of  computerized 
publishing  systems  said  it  put  in  place 
unspecified  price  reductions  for  all 
product  lines,  beefed  up  sales  and 
customer  support  efforts  and  reor¬ 
ganized  its  top  management. 

“We  are  moving  expeditiously  to 
reinforce  and  strengthen  those  areas 
that  make  us  much  more  customer 
oriented  and  responsive  to  the  mar¬ 
ket.  Business  is  still  coming  in  and 
response  is  very  encouraging,”  said 
Walter  A.  Alderman  Jr.,  president  of 
the  company. 
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TV  UPDATE  in  the  Fayettevdlte  Observer-Times 


“You  did  a  terrific  selling  job  for  us. 
Y)u  sold  666  inches  of  long-term  ad¬ 
vertising  for  our  TV  UPDATE. 

“Our  newspaper’s 
relationsh^  with  you 
goes  back  to  1966.  A 
few  years  later,  we 
thought  we’d  get 
smart  and  decided  to 
put  out  our  own  television  magazine. 
We  got  smarter  in  1978,  and  asked  you 
to  resume  selling  TV  UPDATE.  It  has 
been  easy  ever  since. 

“Thanks  for  a  great  job.” 


J.  Campbell  Haigh 
Advertising  Director 
The  Fayetteville  Observer-Times 
Fayetteville,  North  Carolina 


'TV  UPDATE.  We  made  it  work  for  Fayetteville.  We’ll  make  it  work  for  you. 
Call  Hal  Bauer  at  TV  UPDATE  (212)  692-3973. 


^  TV 
is  UPDATE 

300  PAlUt  AVINUl.  NEW  YORE.  NEW  YORE  101M 
MAmLwnorumTCOHUi*  AtcmmiKNiiuiPcoiiMinr 

IN  CANADA:  UNITED  IfSDU  CANADA  (416)  871-0661 


Circulation:  pure  numbers  no  longer  tell  tale  to  advertisers 


Newspaper  circulation  growth  in 
1986  should  hold  “steady  at  about  the 
same  pace  as  the  last  few  years,” 
while  pricing  action  will  be  “some¬ 
what  conservative  as  publishers  mea¬ 
sure  carefully  the  price  elasticity  in 
their  respective  markets,”  Newsday 
president  Robert  Johnson  told  Paine 
Webber’s  Outlook  for  Media  Confer¬ 
ence. 

“Daily  growth  for  most  of  the  indus¬ 
try  continued  (in  1985),  with  a.m.  pa¬ 
pers  showing  growth  in  excess  of 
1%,”  Johnson  said.  Sunday  circula¬ 
tion  in  1985  also  gained,  but  at  some¬ 
what  less  than  the  1.5%  average 
growth  “which  it  had  been  achieving 
since  1982.” 

Johnson  predicted  “a  continuation 
of  slow  but  steady  (circulation 
growth)  for  the  industry  in  general  and 
the  stronger  papers  in  competitive 
markets.” 

Johnson  said  1985  overall  did  not 
see  aggressive  increases  in  news¬ 
paper  cover  prices,  “though  many 
publishers  appeared  to  have  been  a  bit 
more  aggressive  in  increasisng  home 
delivery  rates.  1986  will  probably  see 
more  of  the  same  with  perhaps  some 
more  aggressive  pricing  in  the  fall 
when  the  effect  of  the  increases  by  the 


pioneers  is  better  understood.” 

Johnson  said  the  losses  of  the  New 
York  Post  —  about  127,0(X)  copies  — 
when  it  went  to  350  “will  cause  many 
publishers  to  be  more  cautious  before 
moving  to  that  plateau,  though  Post 
circulation  has  always  had  unique 
characteristics.” 


“We  are  at  a  time  in 
our  industry  when  pure 
circuiation  numbers  no 
ionger  teii  the  taie  from 
the  point  of  view  of 
advertisers,”  Johnson 
said. 


He  added  that  newspaper  pub¬ 
lishers  are  also  watching  with  interest 
how  USA  Today’s  sales  are  affected 
by  its  500  cover  price,  but  said  most 
publishers  “will  not  be  as  concerned 
with  the  national  numbers  as  with  the 
impact  of  that  price  on  their  market.” 

Johnson  said  that  perhaps  one 
reason  why  newspaper  circulation 
growth  has  not  kept  pace  with  house¬ 
hold  growth  is  the  increase  in  “pass- 


along  multiple  readership  of  a  single 
newspaper.” 

He  noted  that  the  readers  per  copy 
figure  for  daily  and  Sunday  newspa¬ 
pers  has  increased  in  the  past  few 
years  by  about  23%  —  to  2.7  from  the 
“2.2  benchmark  historically  used  by 
the  industry.” 

“We  are  at  a  time  in  our  industry 
when  pure  circulation  numbers  no 
longer  tell  the  tale  from  the  point  of 
view  of  advertisers,”  Johnson  said. 

Referring  to  the  decisions  by  sever¬ 
al  Gannett  Co.  newspapers  and  the 
Toronto  Globe  and  Mail  to  withdraw 
from  the  Audit  Bureau  of  Circula¬ 
tions,  Johnson  said  the  Audit  Bureau 
should  modify  its  circulation 
measurements  to  include  readership 
data  and  establish  industry-wide  stan¬ 
dards  for  reporting  such  information. 

Johnson  told  the  conference  he  did 
not  see  “a  snowball  effect”  resulting 
from  the  Audit  Bureau  withdrawals, 
but  he  did  feel  that  “more  and  more” 
newspapers  would  pressure  the  Audit 
Bureau  to  include  readership  in¬ 
formation  in  its  reports. 

Johnson  said  the  Audit  Bureau 
board  will  once  again  consider  the 
readership  data  issue  at  its  March 
1986  meeting. 


"It  has  the  most 
mass  appeal. 

EveryboiJy’s  got 

a  birth(Jay!” 


—  Robert  Brown 
Sales  &  Marketing 
Manager  Tampa  Tribune 

You’re  right,  Robert!  Readers 
get  personally  involved  In  The 
Birthday  Game,  because  a  birth¬ 
day  is  very  personal.  There’s  just 
something  special  about  finding 


your  own  birthday  right  there  in 
the  newspaper. 

Maybe  that’s  why  The  Birth¬ 
day  Game  is  the  proven  circula¬ 
tion  promotion.  It  works, 
because  people  like  the  way  it 
works. 

And  so  do  daily  and  weekly 
newspapers  of  every  size  from 


markets  of  every  size.  Find  out 
more.  Call  us  and  get  the  facts. 

Call  today:  (203)562-1121 
Ext.  418. 


Or  write  Alex  Ungerleider,  Promotion  Manager,  The  Jackson  Newspapers,  40  Sargent  Drive,  New  Haven,  CT  06511 
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m  or  the  millions  of  Americans 
who  cannot  read  a  street  sign,  a 
warning  label,  or  a  job  application, 
illiteracy  is  a  terrible  personal  trag¬ 
edy.  For  the  nation,  the  cost  of  illit¬ 
eracy  runs  to  tens  of  billions  of 
dollars  a  year  in  unemployment, 
crime,  welfare,  and  substandard 
job  performance. 

Federal  studies  estimate  that 
as  many  as  23  million  adult 
Americans 
are  function¬ 
ally  illiterate. 

Another  35 
million  are 
classified  as 
semi-literate, 
and  the  num¬ 
bers  are  grow¬ 
ing.  To  help 
America  fight 
adult  illiter¬ 
acy,  ABC  and 
the  Public 
Broadcasting 
Service  have 
begun  an  un¬ 
precedented  national  collaboration 
—Project  Literacy  U.S.,  (PLUS). 

The  goals  of  PLUS  are  to 
heighten  national  awareness  of  the 
problem  and  to  increase  local 
efforts  to  provide  help  for  illiter¬ 
ates  within  our  communities. 

PLUS  has  two  major  phases: 

Outreach  development— ABC 
and  PBS  will  work  with  national 
organizations,  national  and  local 
companies,  and  local  groups  to 
expand  community  task  forces  and 
teaching  centers.  Outreach  devel¬ 
opment,  with  participation  by  local 
PBS  and  ABC  affiliated  stations, 
will  continue  throughout  the 
summer. 

On-air  programming— 
Beginning  in  September,  ABC  and 


PBS  will  provide  national  coverage 
of  the  illiteracy  problem  in  news 
and  information  programs,  plus 
public  service  announcements. 

ABC  dramatic  programming  will 
play  a  role  in  PLUS  through  pro¬ 
grams  designed  to  raise  awareness 
of  illiteracy  among  viewers.  ABC 
Radio  will  also  play  a  major  role. 

Supplemental  local  program¬ 
ming  will  be  provided  by  PBS  and 
ABC  affili¬ 
ated  stations, 
which  will 
work  with 
others  in 
their  com¬ 
munities  to 
encourage 
those  who 
need  help  to 
seek  it  and 
those  who 
can  provide 
help  to 
volunteer. 

We  at  ABC 
and  PBS  have 
volunteered  our  time  and  resources 
because  we  believe  television’s  abil¬ 
ity  to  communicate  images,  ideas, 
and  information  can  be  of  great 
help  in  conquering  illiteracy  in 
America.  If  you  or  your  organiza¬ 
tion  want  more  information,  write 
to:  PLUS,  Box  2, 4802  Fifth  Ave., 
Pittsburgh,  PA  15213. 


®/« 

/  PBS 


Capital  Cities/ ABC,  Inc. 
PO.  Box  1330,  Radio  City  Station,  New  York,  N.  Y  lOlOI 


Outdoor  writers 

Many  sports  editors  are  increasing  outdoor  coverage 
as  a  means  of  picking  up  additionai  readers 


By  Jim  Dudas 

Editors  of  some  of  the  best-read 
sports  pages  in  America  are  looking 
outdoors  for  additional  readers. 
Within  the  past  year,  the  Atlanta 
Journal  and  Constitution,  the  Chi¬ 
cago  Tribune  and  the  Washington 
Post  have  changed  or  added  outdoor 
writers  to  broaden  their  coverage. 

Instead  of  offering  readers  a  strict 
diet  of  hunting  and  fishing  news,  the 
writers  spice  up  their  coverage  with 
stories  of  camping  in  the  dead  of 
winter,  falcon  watching  on  the  streets 
of  Chicago  and  wild  game  cooking. 
Though  there  are  no  figures  to  back 
them  up,  editors  believe  they  are 
courting  an  otherwise  ignored  seg¬ 
ment  of  their  readership. 

A  year  ago  at  the  Chicago  Tribune, 
editors  figured  that  when  nationally- 
known  outdoor  writer  Tom  McNally 


retired,  his  shoes  would  be  too  big  to 
fill.  So  they  didn’t  try.  Instead,  they 
assigned  former  golf  writer  and  sports 
columnist  John  Husar,  an  admitted 
non-expert  in  outdoor  sports,  to  the 
job. 


"/  don’t  think  you  have 
to  be  the  best  fly 
fisherman  in  the  world  to 
write  a  good  story  about 
the  joys  of  catching 
trout...” 


“We  had  an  opportunity  to  capture 
an  audience  that  we  felt  was 
untapped,”  says  Gene  Quinn,  sports 
editor.  “John,  rather  than  being  an 
expert  in  all  the  fields  that  he  covers. 


is  a  tremendous  enthusiast  and  a  good 
writer  and  a  good  reporter. 

“An  enthusiastic  interrogator  and  a 
fantastic  questioner  and  observer  of 
the  human  condition  can  cover  many 
different  fields  of  endeavor.  I  don’t 
think  you  have  to  be  the  best  fly 
fisherman  in  the  world  to  write  a  good 
story  about  the  joys  of  catching  trout 
in  a  Colorado  stream. 

“I  don’t  think  you  have  to  be  the 
best  heart  surgeon  to  write  a  touching 
and  informative  story  about  a  heart 
transplant  patient.  The  reliance  on 
pure  experts  gets  you  experts.  The 
reliance  on  good  reporting  and  good 
writers  who  know  where  to  find 
experts  and  know  how  to  develop  an 
expert  piece  gets  you  good  writing 
with  expert  opinion  included.” 

Quinn  says  the  response  to  the 
change  has  been  positive. 

(Continued  on  page  30) 


A  LOVE  STORY 


On  Florida’s  populous  Suncoast, 
the  St.  Petersburg  Times  and 
Evening  Independent  are 
courting  readers  and 
advertisers  with  notable 
effectiveness. 

The  Times  WOOS 
readers  with  Pulitzer 
Prize- winning, 
comprehensive  coverage: 
the  Independent  courts 
them  with  intensive  local 
news  and  features.  Both 
newspapers  demonstrate 
their  devotion  to  advertisers 
by  offering  an  inviting  range  of 
advertising  opportunities,  nearly  all 
the  services  of  an  advertising  agency, 
and  one  of  the  lowest  CPMs  in  Florida. 

As  a  result,  these  newspapers  are  No.  1  in 
the  hearts  of  readers  and  advertisers  in 
Florida’s  No.  1  market,  the  Tampa  Bay  area  of 
St.  Petersburg-Tampa-Clearwater. 


Readers  pushed  the  Times 'and 
Independent’s  combined 
circulation  to  an  all-time  high 
in  1985.*  And  advertisers 
placed  more  than  6.5-million 
lines  of  advertising.  That 
included  more  than  840,000 
lines  in  color  and  more  than 
3-million  classified  ads. 

For  1986,  that’s  a  story 

with  a  happy  beginning. 


Petersburg 

~  ,  evening , 

Independent 

The  South's  Largest,  Independent, 
Locally-Owned  Newspapers 


*311,792  combined  daily  circulation;  355,093 
Sunday  Timescirculation  (Publisher’s 
estimate  for  12  months  ending  Dec.  31, 1985) 

Represented  nationally  by  Story  and  Kelly-Smith,  Inc. 
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Phila.  developer  charged  with  assaulting  photogs 


A  Philadelphia  developer  is  out  on 
$7,500  bail  and  awaiting  a  court 
appearance  slated  for  the  end  of  the 
month  on  charges  that  he  assaulted  a 
freelance  photographer  and  his  assis¬ 
tant  who  were  working  for  the  New 
York  Times. 

According  to  the  Philadelphia 
newspapers,  Ernest  A.  Edwards  Jr., 
38,  who  was  awarded  the  $6.74  mil¬ 
lion  city  contract  to  rebuild  the  block 
of  houses  demolished  in  last  year’s 
bombing  of  MOVE  headquarters, 
was  charged  in  mid-December  with 
two  counts  of  robbbery,  conspiracy, 
theft,  receiving  stolen  property,  sim¬ 
ple  assault,  riot,  disorderly  conduct, 
making  terroristic  threats  and  crimin¬ 
al  mischief  after  allegedly  striking 
photographer  Dan  Miller  and  order¬ 
ing  his  workmen  to  take  Miller’s 
equipment. 

Dick  Pothier,  staff  writer  for  the 
Philadelphia  Inquirer,  wrote  that  Mil¬ 
ler,  34,  said  he  and  his  college  student 
assistant,  Michael  McDyre,  33,  were 
invited  into  one  of  the  new  homes  by  a 
painting  subcontractor  to  photograph 
his  son  for  a  Times  article  on  rebuild¬ 
ing  the  neighborhood.  According  to 
Miller,  as  they  left  the  house  Edwards 


grabbed  him  and  demanded  his  film. 
When  he  refused,  he  said  Edwards 
ordered  his  men  to  take  the  duo’s 
cameras,  and  Edwards  and  his  work¬ 
ers  hit  Miller. 

McDyre  was  allegedly  assaulted  by 
six  workers  at  the  scene.  Neither 
photographer  was  seriously  injured, 
but  they  said  about  $3,300  worth  of 
camera  equipment  was  seized. 

Miller,  McDyre  and  Edwards  could 
not  be  reached  by  E&P  for  comment. 

Debbie  M.  Price,  staff  writer  for  the 
Philadelphia  Daily  News,  also  wrote 
about  the  incident  and  said  that  Ed¬ 
wards  denied  hitting  anyone  himself, 
although  he  said  he  did  order  his 
workers  to  take  the  film  because  the 
photographers  were  trespassing  and 
would  not  leave  after  being  asked  to 
do  so.  She  quoted  Edwards  as  ac¬ 
knowledging  that  his  workmen  hit  the 
photographers,  but  did  so  while 
attempting  to  remove  film  from  the 
cameras.  Edwards  said  the  men,  who 
are  very  protective  of  him,  were  just 
going  to  take  the  film  and  then  give  the 
cameras  back,  but  the  two  photo¬ 
graphers  walked  away. 

In  a  telephone  interview  last  week. 
Price  said  Edwards  did  turn  himself  in 


to  police  the  following  day  as  he  said 
he  would.  He  returned  two  of  the 
cameras,  promising  to  return  the 
other  equipment  when  he  found  it. 
She  also  said  that  this  is  not  the  first 
time  criminal  charges  have  been 
levied  against  the  developer. 

Last  August,  Edwards’  former 
business  partner,  W.  Oscar  Harris 
Jr.,  filed  charges  of  theft  and  forgery 
against  Edwards,  who  allegedly  used 
company  checks  to  pay  personal 
debts.  The  charges  were  dropped  in 
October,  however,  after  Harris  re¬ 
fused  to  cooperate  with  authorities, 
she  said. 

Denver  Post  runs 
3  million  classifieds 

The  Denver  Post  reported  in 
December  1985  that  it  published  its 
three  millionth  classified  ad  for  the 
year. 

Director  of  advertising  systems 
Gary  Edwards  said  the  figure  aver¬ 
aged  out  to  over  80,000  ads  per  day. 
He  added  that  the  total  Post  advertis¬ 
ing  count  increased  about  25%  over 
1  1984. 


Faced  with  tough 
insurance  questions 
&  don’t  know  where 
to  find  the  answers? 

state  Farm’s  Reference  Notebook  of  Insurance 
Sources  may  point  you  in  the  right  direction. 

It’s  a  topical  insurance  guide  with  addresses  and 
phone  numbers  of  more  than  200  organizations, 
research  groups  and  people  who  know  the  facts 
about  insurance  and  related  subjects.  It  also  lists 
the  country’s  top  insurance  companies,  insurance 
trade  and  arson  associations,  and  more— over 
90  pages  of  organizations  that  can  help  you  with 
your  insurance  story. 

For  your  free  copy  just  write  or  call: 

Public  Relations  Dept. 

State  Farm  Insurance  Companies 
One  State  Farm  Plaza 
Bloomington,  Illinois  61710 
(309)  766-2063 


28 


EDITOR  &  PUBLISHER  for  January  25,  1986 


a  new  attraction  in 
Watertown,  N.Y. 


It’s  the  new  Uniman  4/2  double  width  offset  press 
at  the  Watertown  Daily  Times  and  it’s  providing 
metro  press  capabilities  at  midsize  press  cost. 

The  Uniman  4/2  will  help  the  Daily  Times 
expand  its  revenue  base 


arch,  continuous  running  at  50,000  pph,  and  accurate 
plate  mounting  without  tools  are  just  the  beginning 
of  the  capabilities  that  will  boost  productivity  in  the 
press  room. 

Uniman  4/2  also  offers  maximum  flexibility 
in  press  arrangement.  Units  can  be  stacked  or  lined 
up  on  either  side  of  the  folder,  and  can  accommodate 
both  left  hand  and  right  hand  color  decks.  Reels, 
tensions,  and  pasters  can  be  substructure  or  floor 
mounted. 

All  in  all,  the  Daily  Times  is  getting  the  most 
for  its  money  in  versatility  and  productivity.  If  you’d 
like  to  find  out  more  particulars,  please  call  or  write  to 
M.A.N.  -Roland  USA,  Newspaper  Press  Division,  CN 
1112,  Middlesex,  NJ  08846-0604;  (201)  469-6600. 


by  printing  a  wide  variety  of  products:  inserts, 
supplements,  comics,  catalogs,  and  more.  Optional 
Uniman  folder  capability  permits  running  the  daily 
paper  and  commercial  work  at  the  same  time. 

Certainly  the  high  quality  of  the  products  will 
appeal  to  advertisers  and  readers  alike.  Quality 
in  black,  spot,  and  full  process  color  is  achieved  by 
features  like  non-contact  spiral  brush  direct 
dampening  which  reduces  contamination  in  the 
dampening  system,  variable-speed  ink  fountain 
roller,  and  infinite  color  positioning. 

And  the  production  crew  will  love  Uniman! 
Easy  access  from  a  unique  step-down  feature  in  the 
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Outdoor  writers 

(Continued  from  page  26) 


“I’m  getting  a  tremendous  volume 
of  letters  from  people  who  claim  they 
have  never  written  to  a  newspaper 
before,  but  were  compelled  to  praise 
John’s  stuff.’’ 

The  same  has  happened  at  the 
Atlanta  Journal  and  Constitution, 
which  now  boasts  three  outdoor  writ¬ 
ers,  perhaps  more  than  any  other  pap¬ 
er  in  the  country. 

Two  have  been  covering  the  out¬ 
doors  as  experts,  but  the  paper 
believed  it  needed  another  dimen¬ 
sion.  So  it  brought  in  J.  Edwin  Smith, 
who,  after  a  stint  in  Beirut,  was  look¬ 
ing  for  a  change.  Admittedly,  Smith 
knew  more  about  Uzis  and  car  bombs 
than  shotguns  and  fly  rods. 

“John  is  a  strong  layout  person  as 
well  as  a  good  writer,”  says  Van 
McKenzie,  assistant  managing  edi¬ 
tor/sports  at  the  Journal  and  Constitu¬ 
tion,  “and  we  wanted  to  add  some 
pizzazz  to  the  pages.  We  wanted  to 
improve  our  coverage.  We  want  to  get 
the  more  casual  outdoor  reader 
involved.” 

The  Journal  and  Constitution  pub¬ 
lishes  two  full  pages  on  outdoors  dur¬ 
ing  the  week,  and  as  many  as  three  or 
four  on  Sundays.  McKenzie  says  the 
pages  are  so  popular  that  they  gener¬ 


ate  more  letters  than  can  be  reason¬ 
ably  published  each  week. 

“Every  survey  I’ve  heard  of  mostly 
tells  editors  that  readers  want  more 
on  camping,  hunting  and  fishing. 
Most  editors  ignore  that.  There  is  a 
high  readership  possibility  there  if 
you  do  it  right,”  says  McKenzie. 

The  Post  doesn’t  provide  nearly  the 
coverage  the  Journal  and  Constitu¬ 
tion  does,  but  George  Solomon,  assis¬ 
tant  managing  editor-sports,  believes 
an  outdoor  column  is  necessary. 


“A  good  newspaper,” 
says  Solomon,  “should 
attract  people  with  lots  of 
Interests.” 


“A  good  newspaper  should  attract 
people  with  lots  of  interests,”  says 
Solomon.  “Outdoors  is  a  legitimate 
part  of  sports  coverage,  and  I  think 
people  come  to  look  for  it  in  sports. 
We  try  and  cover  it  with  the  same 
professionalism,  the  same  enthu¬ 
siasm  and  standards  as  we  cover  foot¬ 
ball.  People  are  interested  in  doing 
things,  and  reading  about  other  peo¬ 
ple  doing  things.” 

Which  is  no  news  to  Terry  Galvin, 
sports  editor  at  the  Milwaukee  Jour¬ 
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nal.  The  Journal  has  two  full-time 
outdoor  writers.  Jay  Reed  and  Ron 
Leys.  Leys  assigns  the  stories  (some 
he  writes)  and  lays  out  the  pages. 
Save  for  a  reporting  hitch  in  Vietnam, 
Reed  has  traveled  the  backroads  of 
Wisconsin  for  the  Journal  for  the  past 
25  years.  His  style  is  highly  personal. 

“These  two  guys  are  without 
peer,”  says  Galvin.  “We  give  them 
what  they  need  during  the  week,  and  a 
minimum  of  two-and-a-half  pages  on 
Sunday.  Reed  is  probably  the  finest 
descriptive  writer  I  have  read.  Ron  is 
an  exceptional  reporter  and  editor 
and  they  work  closely  together.” 

There’s  no  lack  of  story  possibili¬ 
ties  under  the  subject  of  outdoors.  In 
the  midst  of  one  of  Chicago’s  coldest 
winters,  Husar  wrote  a  story  about 
camping  in  the  north  woods  of  Minne¬ 
sota  when  it  was  46  below  zero.  He 
was  staying  in  a  cabin  where  it  was  25 
below,  20  feet  from  the  wood  stove. 

“It  was  a  very  interesting  story 
because  not  only  was  it  beautifully 
written,  but  a  timely  story,”  says 
Quinn.  “Everyone  was  shivering  to 
the  bone  in  front  of  their  fireplaces  at 
home  and  John  was  off  camping.  That 
type  of  story  is  not  just  an  outdoor 
story  but  an  interesting  and  readable 
story.  That  is  not  going  to  be  read 
exclusively  by  hunters  and  fisher¬ 
men.” 

Husar  also  did  a  piece  on  how 
hawks  are  surviving  quite  well  on  a 
diet  of  pigeons  in  Chicago’s  down¬ 
town  Loop  area.  Other  outdoor  writ¬ 
ers  have  taken  freeze-dried  back¬ 
packing  foods  to  famous  chefs  for  a 
tasting  session.  Still  others  have  cov¬ 
ered  the  $30,0(X)  sale  of  an  Ohio  black 
walnut  tree  to  a  veneer  company. 

Still,  outdoor  feature  stories  with¬ 
out  the  basics  —  the  how  to  and 
where  to  of  fishing  and  hunting  and 
other  participant  sports  —  would  be 
like  a  strict  diet  of  baseball  player 
profiles  without  game  stories  and  box 
scores.  So,  like  any  other  coverage, 
there  is  need  for  balance. 

Bowater  offers 
stock  options 

Bowater  Inc.  has  offered  holders  of 
common  stock  the  option  to  reinvest 
dividends  in  new  common  shares  at 
95%  of  market  value. 

The  Connecticut-based  paper  man¬ 
ufacturer  filed  papers  recently  with 
the  Securities  and  Exchange  Com¬ 
mission  to  cover  1.5  million  new 
shares  of  common  stock  for  issuance 
to  participants  in  the  dividend  stock 
purchase  plan. 

New  shares  would  be  interchange¬ 
able  with  old  ones  once  they  are 
issued. 
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Rotary  Perfecting  Press,  circa  1872,  with  four  feeders  -  used  for  printing 
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The  boys  above  and  their  publisher  would  have  welcomed  any  new  technology  to  save 
drudgery  and  time. . .  FERAG  is  the  industry  leader  in  newspaper  processing  with  advanced 
technology  in  customized,  automated  processing  systems.  Hundreds  of  the  world’s  leading 
newspaper  publishers  rely  on  FERAG  systems. 
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NEWSPEOPLE  IN  THE  NEWS 


Larry  Strutton,  vice  president, 
operations  for  the  Los  Angeles  Times, 
was  named  executive  vice  president, 
operations,  and  Willard  Colston, 
chairman  of  the  Los  Angeles  Times 
Syndicate,  assumed  additional 
responsibilities  in  the  new  position  of 
director  of  development  for  the 
Times. 

The  executive  changes  were 
announced  by  Don  Wright,  Los 
Angeles  Times  president  and  chief 
operating  officer. 

Strutton  continues  to  be  responsi¬ 
ble  for  the  production,  administrative 
services  and  information  systems 
departments.  He  joined  the  Times  in 
1983  from  the  Detroit  Free  Press, 
where  he  was  executive  vice  presi¬ 
dent  responsible  for  operations, 
advertising  and  promotion/research. 

Colston,  in  his  new  position, 
retains  responsibility  for  the  syndi¬ 
cate  as  chairman  and  will  also  be 
responsible  for  new  business  devel¬ 
opment  at  the  Times. 

Colston  was  promoted  to  the  new 
position  of  chairman  of  the  syndicate 
last  May.  He  joined  the  Times  in  1978 
from  the  New  York  Times  Syndica¬ 
tion  Corp.,  where  he  was  executive 
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vice  president,  editorial  director  and 
chief  operating  officer. 

*  *  * 

Lee  Ascoff,  formerly  the  state 
desk  rewrite  reporter  for  the  Milwau¬ 
kee  Sentinel,  is  now  the  newspaper’s 
first  male  food  editor  in  charge  of  the 
Thursday  food  section. 

He  joined  the  Sentinel  in  1979  as  a 
news  reporter  and  later  became  a  fed¬ 
eral  beat  reporter.  Earlier  he  was  a 
reporter  for  the  State  Journal-Regis¬ 
ter,  Springfield,  Ill.,  and  the  Ander¬ 
son  (Ind.)  Herald. 

♦  ♦  ♦ 

Jayne  Blanchard  was  promoted 
to  full-time  feature  writer  and  movie 
reviewer  for  the  Tempo  section  of 
The  Journal  Newspapers,  Spring- 
field,  Va. 

She  took  over  the  reviewing  duties 
from  Journal  editorial  director  John 
Greenwald.  Prior  to  The  Journals, 
Blanchard  served  as  entertainment 
editor  for  a  weekly  entertainment  sec¬ 
tion  produced  by  Chesapeake  Publi¬ 
cations  in  Maryland. 

♦  ♦  ♦ 

Michael  H.  Allain,  a  Brockton 
(Mass.)  Enterprise  copy  editor, 
became  news  editor,  replacing  John 
H.  Schofield,  who  took  another 
newsroom  position  after  suffering  a 
stroke. 

Vicki  Ann  Downing,  a  reporter 
and  former  lifestyle  editor,  was 
named  to  the  new  position  of  assistant 
city  editor. 

Veteran  sports  editor  Peter  T. 
Farley  was  designated  senior  sports 
writer,  and  William  Abramson 
moved  from  the  wire  desk  to  sports 
editor. 

Jeff  Leet,  former  assistant  sports 
editor,  became  executive  sports  edi¬ 
tor,  and  sportswriter  Frank  Stod¬ 
dard  was  named  to  the  new  position 
of  schoolboy  sports  editor. 


Terry  Jay  Smith  was  named 
Tampa  Tribune  director  of  data  pro¬ 
cessing.  He  previously  had  been 
information  systems  manager  at  the 
Long  Beach  (Calif.)  Press-Telegram. 

He  will  be  responsible  for  merging 
corporate  and  company  objectives 
into  a  strategic  plan  including  person¬ 
nel  management,  computer  system 
selection  and  operation,  systems 
analysis  and  project  development. 

*  4c 

Bill  Stone  has  been  named  acting 
publisher  of  the  Salem  (Ore.)  States¬ 
man-Journal,  replacing  John  McMil¬ 
lan,  who  was  with  the  paper  10  years 
and  now  is  publisher  of  the  Utica 
(N.Y.)  Press  and  Observer-Dispatch. 
Both  newspapers  are  Gannett- 
owned. 

Stone  went  to  the  Statesman-Jour¬ 
nal  in  1984  as  director  of  operations 
and  previously  had  been  director  of 
finance  for  the  Mississippi  Publishers 
Association,  Jackson,  Miss. 

4c  4c  9tc 

Van  Cavett  was  named  opinion 
pages  editor  of  the  Courier-Journal 
and  Louisville  Times.  He  has  been 
opinion  page  editor  of  the  Times  since 
1974  and  now  heads  the  merged  staff 
which  will  continue  to  product  sepa¬ 
rate  opinion  pages  for  the  morning 
and  afternoon  papers. 

4c  4c  4c 

Roy  F.  Valitchka  II  has  replaced 
Jack  E.  Williams  as  advertising 
director  of  the  Appleton  (Wis.)  Post- 
Crescent.  Williams  retired  December 
31,  ending  a  34-year  newspaper 
career. 

Succeeding  Valitchka  as  assistant 
advertising  manager/classified  adver¬ 
tising  manager  is  Randy  Graf. 

Graf  has  been  manager  of  the  Nee- 
nah-Menasha  (Wis.)  News-Record 
and  replacing  him  is  Robert  Keil,  a 
member  of  the  News-Record  staff 
since  1972. 
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Almost  iher«^ 


David  Hall  Ray  Holton  James  M.  Talley 


James  M.  Talley,  a  reporter  and 
editor  for  27  years,  has  been  named 
executive  assistant  to  the  president  of 
St.  Petersburg  Junior  College.  He 
also  has  established  his  own  media/ 
communications  consultant  firm, 
JMT  Associates,  Inc.,  based  in 
Tampa. 

Talley  was  editor  of  the  student 
newspaper  at  the  University  of  Ten¬ 
nessee  and  later  worked  at  the  Nash¬ 
ville  Tennessean,  was  editor  of  the 
Robertson  County  Times,  Spring- 
field,  Tenn.,  and  vice  president/editor 
of  the  Dyersburg  (Tenn.)  Mirror,  and 


for  more  than  ten  years  was  editor  and 
publisher  of  his  own  paper,  the 
Brooksville  (Fla.)  Sun-Journal. 

In  the  past  10  years  he  has  been 
managing  editor  of  the  Plainfield 
(N.J.)  Courier,  editorial  editor  of  the 
Tampa  Times,  regional  editor  of  the 
Tampa  Tribune  and  until  last  Novem¬ 
ber,  managing  editor  of  the  Daytona 
Beach  Morning  Journal. 


—  NEWSPEOPLE  EDITOR 
LENORA  WILUAMSON 


David  Hall,  Denver  Post  editor 
and  vice  president,  was  promoted  to 
editor  and  senior  vice  president.  He 
joined  the  Post  in  1984  from  executive 
editor  of  the  St.  Paul  Pioneer  Press 
and  Dispatch.  Prior  to  that  he  spent 
12  years  as  a  reporter  and  editor  with 
the  Chicago  Daily  News  and  Chicago 
Sun-Times. 

Thomas  G.  Clancy,  vice  president 
of  advertising  at  the  Post,  has 
expanded  responsibilities  as  vice 
president,  advertising  and  marketing. 
He  joined  the  Post  in  1984  after  a  25- 
year  career  with  the  Chicago  Tribune, 
working  in  advertising  and  serving  as 
circulation  director  four  years. 

H.  Gail  Godbey,  promotion  direc¬ 
tor,  also  has  expanded  duties  as  direc¬ 
tor  of  promotion  and  research.  He 
joined  the  newspaper  a  year  ago  fol¬ 
lowing  a  19-year  career  with  Frontier 
Airlines,  where  he  rose  to  director  of 
advertising  and  sales  promotion. 

4c  4c  % 

Ray  Holton  has  been  appointed 
Sunday  business  editor  of  the  Allen¬ 
town  (Pa.)  Morning  Call. 

Holton  until  last  November  had 
been  a  business  writer  for  the  Phila¬ 
delphia  Inquirer.  Earlier  he  was  a 
reporter  on  various  assignments 
including  the  Sandinista  revolution  in 
Nicaragua  and  the  nuclear  accident  at 
Three  Mile  Island. 

Prior  to  the  Inquirer,  Holton  was  a 
reporter  for  the  Charlotte  Observer,  a 
member  of  United  Press  Internation¬ 
al’s  foreign  news  desk  and  corre¬ 
spondent  in  Nicaragua,  Panama  and 
Costa  Rica. 


Harold  Lowe,  on  the  South  Bend 
(Ind.)  Tribune  copy  desk  since  1976, 
has  been  promoted  to  news  editor. 

Before  joining  the  Tribune,  Lowe 
was  with  the  Plymouth  (Ind.)  Pilot- 
News  for  seven  years  as  a  sports 
writer,  reporter  and  photographer. 

Also  at  the  Tribune,  Betty 
Erdelyi  was  promoted  to  assistant 
production  manager.  A  production 
supervisor  since  1981,  she  began  at 
the  newspaper  in  1971  as  an  appren¬ 
tice  printer  and  became  a  journeyman 
printer  in  1975. 


MOMOCC'C./Cyy 


James  L.  Vance,  Paul  D.  Gruchow,  and  Owen  Van  Essen 
of  Worthington,  Minnesota,  have  sold 

The  Worthington  Daily  Globe 

To  Midwest  Newspapers,  Incorporated 

This  represents  the  first  newspaper  acquisition  by  Midwest  Newspapers, 
recently  created  by  Michael  G.  Gartner  and  Gary  G.  Gerlach, 
formerly  executives  with  the  Des  Moines  Register  and  Tribune  Co. 

We  are  proud  to  have  served  as  the  broker 
for  the  sellers  in  this  transaction 

Lee  Dirks  &  Associates 
313-646-4280 


John  A.  Park  Jr. 

Expertise  and  Reliability 
For  Owners  Selling 
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(919)  782-3131 

BOX  17127,  RALEIGH,  N.C.  27619 
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NEWSPEOPLE  IN  THE  NEWS 


C.  Palmer  Bateman  Jr.,  61,  presi¬ 
dent  and  publisher  of  Somerset  Press 
Inc.,  Somerville,  N.J.,  died  Decem¬ 
ber  30  after  suffering  a  heart  attack  at 
his  Branchburg  home.  He  was  the 
third  generation  of  his  family  to  own 
and  publish  Somerset  Press  Inc. 

Batman,  a  past  president  of  the 
New  Jersey  Press  Association, 
became  publisher  of  the  Somerset 
Press  newspapers  in  1977,  having 
been  president  for  several  years 
before  that.  Under  his  leadership  the 
organization  grew  from  a  two-paper 
operation,  the  Somerset  Messenger- 
Gazette  and  the  Bound  Brook  Chroni¬ 
cle,  to  a  corporation  including  six 
weekly  newspapers  in  Central  Jersey 
and  a  commercial  printing  plan  in 
Somerville. 


FREDERICK  TAYLOR,  executive  edi¬ 
tor  of  The  Wall  Street  Journal,  has 
announced  he  is  taking  early  retire¬ 
ment  effective  January  31.  He  has 
been  with  the  newspaper  30  years. 

Taylor,  57,  executive  editor  since 
1978  and  managing  editor  for  seven 
years  before  that,  worked  also  as  a 
copy  editor,  reporter  and  editor  in 
Detroit,  Washington,  San  Francisco 
and  New  York. 

He  started  his  career  after  gradua¬ 
tion  from  the  University  of  Oregon  with 
the  Astoria  (Ore.)  Budget  (now  the 
Daily  Astorian)  and  was  a  sports  editor 
for  The  Oregonian,  Portland,  before 
joining  the  Journal. 

Taylor  said  that  by  year's  end  he 
expects  to  return  to  his  native  state  of 
Oregon,  where  he  owns  the  weekly 
North  Bend  News. 


PHILLIP  J.  MEEK  has  been  named  a 
senior  vice  president  and  president  of 
the  Publishing  Division  of  Capital 
Cities/ABC,  Inc.  He  also  retains  his 
current  responsibilities  as  president 
and  publisher  of  the  Fort  Worth  Star- 
Telegram. 

Meek,  48,  joined  Capital  Cities  in 
1970  as  president  and  publisher  of  the 
Oakland  Press,  (then  the  Pontiac  Press) 
in  Michigan,  the  first  consumer  news¬ 
paper  acquired  by  Capital  Cities.  He 
became  executive  vice  president  and 
general  manager  of  the  Star-Telegram 
in  1977  and  was  named  president  and 
editorial  chairman  in  1979  and  presi¬ 
dent  and  publisher  in  1982. 


“^OBITUARIES— 


Paul  C.  Fulton,  84,  a  retired 
advertising  director  of  the  Chicago 
Tribune  and  treasurer  of  Tribune 
Company,  died  December  31  at  Nor¬ 
man  (Okla.)  Regional  Hospital  after  a 
short  illness. 

He  joined  the  Tribune  in  1924, 
became  retail  advertising  manager  in 
1947  and  advertising  director  in  1%2. 
He  was  elected  treeasurer  of  the  com¬ 
pany  in  1955  and  retired  in  1966. 

*  9|C  ifi 

Katherine  E.  Hurley,  74,  who 
had  worked  at  the  Daily  Hampshire 
Gazette,  Northhampton,  Mass.,  for 
59  years,  died  December  4  after  suf¬ 
fering  a  heart  attack  at  work.  She 
joined  the  daily  at  age  15  while  in  high 
school  and  had  been  the  newspaper's 
bookkeeper  for  more  than  40  years. 


Shelby  Coffey  III,  editor  of  U.S. 
News  and  World  Report  since  last 
April,  is  joining  the  Dallas  Times  Her¬ 
ald  next  month  as  editor.  He  replaces 
Will  Jarrett,  who  resigned  from 
the  newspaper  to  launch  a  communi¬ 
cation  consulting  firm  (E  &  P,  Jan. 
11). 

Coffey,  39,  had  worked  17  years  at 
the  Washington  Post  as  assistant 
managing  editor  for  national  news  and 
as  deputy  managing  editor  for  fea¬ 
tures,  among  other  editorial  posts, 
before  joining  the  news  weekly. 

A  graduate  of  the  University  of  Vir¬ 
ginia,  Coffey  began  his  career  as  a 
sports  writer.  His  wife,  Mary  Lee,  is  a 
medical  doctor,  specializing  in 
emergency  medicine. 

:)c  *  4e 

Three  new  vice  presidents  have 
been  elected  at  Sawyer  Ferguson 
Walker,  newspaper  representatives. 

They  are:  Louis  R.  Albert,  Boston 
regional  manager;  Kenneth  M. 
Shewitz,  director  of  finance  and 
administration;  and  Jonathan  A. 
Thompson,  director  of  development 
and  strategic  planning. 


J.  Kenneth  McCann  Jr.  became 
retail  advertising  manager  of  The  Pat¬ 
riot-News  Co.,  Harrisburg,  Pa.,  on 
January  1,  succeeding  Robert 
Brindle,  manager  since  1979  who 
retired  after  a  45-year  newspaper 
career. 

James  R.  DelSanto,  with  the 
Patriot-News  since  1972,  was  named 
assistant  retail  advertising  manager. 

Both  McCann  and  DelSanto  began 
their  Patriot-News  careers  in  the 
retail  customer  services  department. 


Ruth  W.  Love,  82,  a  reporter  and 
columnist  for  the  Greensburg  (Pa.) 
Tribune-Review,  died  of  heart  failure 
in  Westmoreland  Hospital,  Greens¬ 
burg,  on  December  2. 

She  was  one  of  the  first  female 
reporters  in  Pennsylvania,  having 
begun  her  career  at  the  age  of  12  as  a 
correspondent  for  the  former  Greens¬ 
burg  Morning  Review  and  later 
working  for  the  Greensburg  Daily 
Record,  the  merged  Tribune-Review, 
the  Pittsburgh  Sun-Telegraph  and  the 
Uniontown  Daily  Standard,  before 
returning  to  the  Tribune-Review. 

She  also  had  worked  on  special 
assignments  for  wire  services  and 
metropolitan  newspapers. 
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Trademark 

(Continued  from  page  15) 

nett’s  newspaper  division,  said  the 
company  must  be  strict  in  guarding  its 
trademarks.  He  said  of  Typo  Today, 
“The  more  it’s  used,  the  more  it 
reduces  our  right  to  the  name  USA. 
Today  itself.’’ 

There  is  a  magazine  in  New  York, 
published  by  the  Society  for  the 
Advancement  of  Education,  which  is 
also  called  USA  Today. 

E&P  originally  contacted  USA 
Today  magazine  before  learning  of 
the  Typo  Today  incident.  An  official, 
who  asked  for  anonymity,  said  the 
magazine  has  been  publishing  under 
the  USA  Today  name  since  1978  and 
that  Gannett  was  licensing  the  name 
for  its  newspaper  but  could  not  use  it 
for  any  magazines. 

The  official  said  the  licensing  agree¬ 
ment  was  reached  two  years  ago  in 
settlement  of  a  lawsuit.  He  added  that 
the  settlement  also  called  for  the 
documents  in  the  case  to  be  sealed. 

After  the  Typo  Today  incident 
came  to  light,  E&P  recontacted  USA 
Today  magazine  and  was  told  by  the 
same  official,  “No  one  holds  a  trade¬ 
mark”  for  the  USA  Today  name.  The 
official  said  that  his  company  had  a 
trademark  application  pending,  but 
that  “in  the  past,”  the  application  had 
been  “rejected  as  generic.” 


William  Keating,  head 
of  Gannett’s  newspaper 
division,  said  . . .  ‘7he 
more  it’s  used,  the  more 
it  reduces  our  right  to  the 
name  USA  Today  itself.” 


Tom  Chappie,  Gannett  vice  presi¬ 
dent  and  associate  general  counsel, 
stated  that  there  never  was  a  lawsuit 
involving  the  company  and  USA 
Today  magazine  and  that  there  is  no 
licensing  agreement. 

Chappie  stated  Gannett  does 
indeed  hold  the  trademarks  to  the 
USA  Today  name  and  logo  and  the 
registration  numbers.  Documents 
under  those  numbers  on  file  with  the 
with  the  U.S.  government’s  Patent 
and  Trademark  Office  show  Gannett 
holds  the  trademarks  for  the  USA 
Today  name  and  logo  for  daily  news¬ 
papers  containing  news  of  general 
interest. 

The  trademark  office’s  files  also 
contain  a  document  stating  that  the 
Society  for  the  Advancement  of 
^  Education  had  abandoned  its  applica- 
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tion  for  a  trademark  for  the  name 
USA  Today  for  a  magazine  with  that 
title  in  October  1979. 

The  magazine  official  declined  to 
provide  any  registration  numbers  for 
its  application,  and  stated,  “What’s 
going  on  (between  Gannett  and  Jack¬ 


sonville)  is  not  our  concern.  We  don’t 
want  to  be  dragged  into  it.” 

Chappie  said  he  “can’t  comment  if 
that’s  a  possible  trademark  infringe¬ 
ment”  when  asked  the  company’s 
position  regarding  the  magazine’s  use 
of  the  USA  Today  name. 


St.  Louis  Globe-Democrat  to  publish  again 


The  St.  Louis  Globe-Democrat  will 
begin  publishing  again  on  Jan.  27,  its 
new  owners  said. 

Veritas  Corporation  —  a  part¬ 
nership  of  two  St.  Louis  business¬ 
men,  John  B.  Prentis  III  and  William 
E.  Franke  —  closed  the  sale  of  the 
paper  (Jan.  16)  when  they  presented  a 
$500,000  check  to  its  bankruptcy 
court-appointed  trustee,  Edwin  S. 
Jones. 

The  two  had  said  they  hoped  to 
operate  the  paper  beginning  Jan.  20, 
but  later  determined  that  would  not  be 
physically  possible. 

Until  its  purchase  by  Jeffrey  M. 
Gluck  in  February  1984,  the  (Slobe 
had  been  in  a  decades-old  joint  oper¬ 
ating  agreement  with  the  rival  St. 
Louis  Post-Dispatch,  which  ran  all 
production  and  business  operations. 

Lee  acts  to 
prevent  hostile 
takeover 

In  a  move  to  thwart  hostile  takeov¬ 
ers,  Lee  Enterprises  at  its  January  31 
annual  meeting  will  ask  shareholders 
to  approve  the  issuance  of  30  million 
shares  of  a  new  Class  B  common 
stock  with  enhanced  voting  powers. 

Lee  will  also  ask  shareholders  to 
approve  the  number  of  authorized  ex¬ 
isting  common  shares  from  20  million 
to  60  million. 

If  approved,  each  Lee  shareholder 
would  receive  one  new  Class  B  share 
for  each  share  of  common  stock  own¬ 
ed.  The  Class  B  shares  will  have  ten 
votes  each  on  all  corporate  matters, 
including  the  election  of  directors,  but 
their  transferability  will  be  restricted. 

Class  B  shares  must  first  be  con¬ 
verted  on  a  share-for-share  basis  to 
common  shares,  with  one  vote  each, 
before  they  can  be  sold. 

Lee  said  the  Class  B  proposal  “may 
deter”  hostile  attempts  to  acquire  the 
company,  but  would  not  discourage 
“persons  interested  in  a  business 
combination”  from  negotiating  with 
management. 

Lee  said  the  Class  B  proposal  is  not 
a  move  to  entrench  or  enrich  existing 
existing  management.  The  company 
noted  that  controlling  interest  does 
not  rest  with  management,  but  with 
“long-term  investors.” 


Rather  than  purchase  printing 
presses,  Gluck  published  the  paper  by 
shifting  production  nightly  between 
three  commercial  printers. 

The  new  Globe  owners  have  said 
they  will  commit  more  than  $4  million 
to  the  operations  of  the  newspaper. 
Among  the  capital  expenses  will  be 
purchase  of  a  printing  facility. 

The  Globe  has  not  published  since 
Dec.  6,  when  a  federal  bankruptcy 
court  judge  said  he  would  remove 
Gluck  from  the  paper’s  management 
and  appoint  a  trustee. 

In  addition  to  the  $5(K),(X)0  paid  to 
the  trustee,  Veritas  has  agreed  to  pay 
up  to  $100,000  in  back  pay  owed  to 
Newspaper  Guild  employees  who  re¬ 
turn  to  work.  The  firm  also  will 
assume  the  paper’s  obligation  to  read¬ 
ers  who  bought  lifetime  subscriptions 
to  the  paper,  up  to  a  maximum  of 
$75,000. 

Prentis  will  be  the  paper’s  acting 
publisher. 
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WE  REACH  PEOPU 


The  MediaNews  Group  is  15  daily 
suburban  newspapers  coast  to  coast 
and  is  the  fastest  growing  newspaper 
company  in  the  country. 

We  have  the  privilege  of  being  part 
of  the  moving  force  in  journalism 
today— suburban  dailies.  And  the 
advantage  of  reaching  readers  where 


they’re  relaxed  and  attentive— in  their 
homes. 

Furthermore,  we  believe  a  suburban 
newspaper  should  also  be  a  great 
newspaper.  Perhaps  that’s  because  our 
three  top  officers  all  have  editorial 
backgrounds.  Dick  Scudder,  Dean 
Singleton  and  John  Buzzetta. 


Because  of  this  obsession  with 
quality  we’ve  attracted  management 
people  from  some  of  the  top  metro 
dailies  in  the  country. 

Quality  newspapers,  of  course,  have 
resulted  in  increased  circulation  and 
advertising  in  every  market  we’re  in. 

Our  daily  paid  circulation  is  now 
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Times 


YOUR  GOOD  MORNING  NEWSPAPER 


UNBEAM 


SERVING  SALEM  COUNTY  NEW  JERSEY  SNCE 1819 


Daitp  3feunial 


UNION  COUNTY  NEW  JERSEY 


SINCE  1779 


112th  YBar.  Na  186  • 


sliHerald 

Serving  Uvermore,  Pleasanton,  DuMn,  San  Ramon  and  Sunol,  Calllomla 


more  than  330,000,  Which  means, 
everyday,  MediaNews  Group  reaches 
more  than  800,000  people  in  four 
states— New  Jersey,  Massachusetts, 
Ohio  and  California,  And  portions  of 
five  ADI’s— Boston,  New  Vbrk,  Phila¬ 
delphia,  Cleveland  and  San  Francisco. 
Not  to  mention  a  circulation  of  more 


than  500,000  from  our  group  of 
quality  weekly  newspapers. 

We’re  in  a  position  to  acquire 
more  newspapers— great  newspapers, 
that  is. 

Watch  us  in  the  years  ahead  and 
we’ll  show  you  why  we’re  the  fastest 
growing  company  in  the  fastest  grow¬ 


ing  segment  of  the  newspaper  business 
—suburban  dailies. 

MediaNews  Group 

Garden  State  Newspapers  Inc. 
Gloucester  County  Times  Inc. 

309  S.  Broad  St..  Woodbury.  N.J.  080%,  (609)  845-.1300 


Boston  Catalog  Order  Plant,  1961 


.  .  .  SEARS  COUNTRY  FOR  A  HUNDRED  YEARS 


From  the  first  appearance  in  New  Engiand  of  a 
Sears  mail  order  catalog,  the  number  of  customers 
here  has  been  growing.  By  1928,  New  England  busi¬ 
ness  had  grown  so  that  a  Boston  Catalog  Plant  was 
opened.  That  year.  Sears  stores  were  opened  in  West 
Springfield,  Mass,  and  Bridgeport,  Conn.  In  1929, 
1931  and  1933,  stores  were  opened  in  Manchester, 
N.  H.,  Portland,  Maine,  and  Warwick,  R.  I.  With  the 
1937  opening  of  a  store  in  St.  Johnsbury,  Vt.,  each 


state  in  New  England  had  a  Sears.  Now,  there  is 
scarcely  a  New  England  market  of  any  size  without  its 
Sears  outlet.  A  total  of  60  Sears  retail  stores  are  now 
operating  in  New  England. 

New  England’s  newspapers  congratulate  Sears  on 
this  hundredth  anniversary,  and  collectively  and  indi¬ 
vidually  express  their  appreciation  of  a  highly  valued 
advertiser,  and  an  important  asset  to  every  communi¬ 
ty  of  which  it  is  part. 


Smart  marketing  starts  with  New  Engiand  daiiy 


MAINE 

Bangor  Daily  News  (M) 

Maine  Weekend 

The  Lewiston  Daily  Sun  (M) 

Lewiston  Journal  (E) 

Sunday  Sun-Journal  (S) 

Maine  Sunday  Telegram  (S) 
Portland  Press  Herald  (M) 

Portland  Express  (E) 

NEW  HAMPSHIRE 

Union  Leader  (M) 

Nashua  Telegraph  (E) 

New  Hampshire  Sunday  News  (S) 

VERMONT 

Burlington  Free  Press  (M&S) 
Rutland  Herald  (M&S) 


MASSACHUSETTS 

Boston  Globe  (AD&S) 

Boston  Herald  (M&S) 

Cape  Cod  Times  (Hyannis)  (M&S) 

The  Enterprise  (Brockton)  (E&S) 

The  Daily  Transcript  (Dedham)  (E) 
Gardner  News  (E) 

Daily  Evening  Item  (Lynn)  (E) 

The  Middlesex  News  (E&S) 

The  Patriot  Ledger  (Quincy)  (E) 

Salem  Evening  News  (E) 

Springfield  Daily  News  (E) 

Springfield  Union  (M) 

Springfield  Republican  (S) 

The  News  Tribune  (Waltham)  (E) 

Daily  Times  and  Chronicle  (Woburn)  (E) 
Worcester  Telegram  (M-S) 

Worcester  Gazette  (E) 


CONNECTICUT 

The  Advocate  (Stamford)  (E&S) 
Bridgeport  Post-Telegram  (M&E) 
Bridgeport  Post  (S) 

Greenwich  Time  (E&S) 

Hartford  Courant  (M&S) 
Manchester  Journal  Inquirer  (E) 
Meriden  Record-Journal  (M&S) 
Middletown  Press  (E) 

New  Britain  Herald  (E) 

New  Haven  Journal-Courier  (M) 
New  Haven  Register  (E&S) 

New  London  Day  (E&S) 
Waterbury  American  (E) 
Waterbury  Republican  (M&S) 


newspapers 

RHODE  ISLAND 

The  Newport  Daily  News  (E) 
Providence  Bulletin  (E) 
Providence  Journal  (M&S) 
The  Westerly  Sun  (E) 
Woonsocket  Call  (E) 


Ralph  W.  Hoch  (left),  national  retail  general  merchandise  manager  of  Sears,  joined  the  chain  in  1 963  and  has  spent  his  entire 
career  in  advertising  and  sales  promotion.  William  J.  Cora  (right),  who  reports  to  Hoch,  was  named  national  retail  advertising 
manager  in  1984.  _ _ 
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$500  million  a  year  newspaper  advertiser  celebrates  its  100th  anniversary 

Sears  talks  newspapers 


By  Celeste  Huenergard 

After  39  years  of  fulfilling  wishes  via  a  catalogue,  Sears, 
Roebuck  and  Company  opened  its  first  retail  store  in  1925. 
It  took  out  its  first  newspaper  ad  that  same  year. 

Sixty  months  later,  those  ad  dollars  had  soared  past  the 
$5  million  mark. 

In  the  fall  of  1933,  Sears  issued  a  thank  you  note  of  sorts 
to  its  daily  friends  in  the  form  of  a  press  release  celebrating 
its  anniversary. 

“We  are  taking  (this)  occasion  ...  to  express  our 
appreciation  of  the  fine  service  and  cooperation  extended 
by  800  newspapers  upon  which  our  390  retail  stores  de¬ 
pended  to  get  their  advertising  message  before  the  public .  ” 

The  nation’s  No.  1  retailer  had  just  finished  spending  a 
staggering  $19  million  on  newspaper  space  during  the  De¬ 
pression  years  of  1930,  1931  and  1932.  It  was  a  price  tag  it 
paid  without  flinching,  it  said,  in  order  to  contribute  to  the 
“public  morale  and  to  the  protection  of  American  mar¬ 
kets.” 

Two  years  later,  the  same  company  handed  the  railroads 
$15  million  to  transport  its  products,  and  newspapers  $9.7 
million  to  advertise  them,  crediting  the  latter  with  boosting 
sales  23%. 

Following  World  War  II,  as  consumer  goods  returned  to 
the  marketplace,  the  retailer’s  newspaper  budgets  con¬ 
tinued  to  win  headlines  and  shatter  records:  $30  million  in 
1951;  $50  million  in  1959;  $100  million  in  1966. 

Today,  20  years  later,  that  figure  will  top  $500  million. 
And  as  Sears  marches  into  its  second  century,  its  oldest 
advertising  comrade  remains  its  primary  advertising 
vehicle. 

Image-wise,  the  centenarian  has  never  looked  better. 

Billed  as  the  world’s  largest  retailer  —  operating  nearly 
800  stores  and  distributing  300  million  catalogs  annually. 
Sears’  vital  statistics  also  embrace  insurance,  financial 
services,  real  estate  and  a  world  trading  company.  The 
Chicago-based  corporation  is  the  seventh  largest  in  Amer¬ 
ica,  with  more  than  450,000  employees. 

Three  out  of  four  American  adults  will  walk  through  a 
Sears  store  this  year,  some  63  million  of  them  with  Sears 
credit  cards  in  their  pockets.  While  one  Sears  executive 
has  referred  to  the  store’s  customer  base  as  “the  telephone 
book,”  demographic  estimates  indicate  that  86%  of  its 


shoppers  are  married;  54%  have  children;  54%  are  white 
collar;  28%  blue  collar;  and  18%  are  retired  or  unem¬ 
ployed.  The  typical  Sears  customer  earns  about  $34,000. 

Many  of  those  customers  have  been  doing  double  takes 
as  some  205  new  or  remodeled  “stores  of  the  future”  bid 
their  dowdy  pasts  goodbye  last  fall.  The  five-year  $1.7 
billion  facelift  program  launched  in  1983  hopes  to  offer 
customers  a  more  modem,  sleeker  shopping  environment 
through  more  aisles,  lower  ceilings,  consciously  stylish 
merchandise  displays  and  better  customer  service. 

Meanwhile,  a  host  of  modem  celebrities  from  Cheryl 
Tiegs  to  Evonne  Goolagong  and  Stefanie  Powers  have 
been  enlisted  to  push  the  stores’  heretofore  slow-moving 
lines:  apparel,  electronics,  home  furnishings  and  physical 
fitness. 

From  its  updated,  splashier  print  ads  to  its  trendier, 
livelier  broadcast  spots,  the  company’s  chant  of  “There’s 
more  for  your  life  at  Sears”  has  observers  glowing  there’s 
more  life  at  Sears  today.  Time  magazine  even  labeled  the 
Middle  America  native  “downright  sassy.” 

More  evidence  of  the  recent  innovations  will  be  sprink¬ 
led  throughout  the  100th  anniversary  festivities  when  150 
new  products  whirl  off  the  assembly  line. 

Among  them — dripless  decorating  through  an  emulsion 
paint  that  stays  solid  until  it  comes  in  contact  with  a  roller; 
a  37-inch  tv  projection  with  a  120-degree  angle  to  eliminate 
side  viewing  distortion;  and  a  cmise  control  that  allows 
drivers  to  control  car  speeds  with  voice  commands. 

While  the  advertising  community  wishes  the  world’s 
largest  retailer  another  1(X)  years  of  sales.  Editor  &  Pub¬ 
lisher  recently  sat  down  with  two  of  its  marketing  execu¬ 
tives  to  capture  the  company’s  thoughts  on  newspapers  — 
past,  present  and  future. 

Ralph  W.  Hoch,  national  retail  general  merchandise 
manager,  joined  Sears  in  1963  and  has  spent  his  entire 
career  in  advertising  and  sales  promotion.  William  J.  Cora, 
who  reports  to  Hoch,  was  named  national  retail  advertis¬ 
ing  manager  in  1984. 

E&P:  How  would  you  define  your  relationship  with  news¬ 
papers  over  the  years? 

Hoch:  They  have  always  been  our  principal  medium  to 
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appeal  to  our  customers.  And  that  remains  our  intention  in 
the  future. 

E&P:  How  has  that  relationship  changed  during  the  last 
25  years? 

Hoch:  Like  most  retailers  we’ve  shifted  our  use  from 
predominantly  ROP  to  a  mixture  of  ROP  and  preprints  ten 
years  ago,  to  a  predominance  of  preprints  versus  ROP 
today. 

E&P:  Why? 

Cora:  Over  the  years  ROP  rates  have  gone  up  .  .  .  and 
probably  more  important,  you  really  can’t  target  ROP. 
You  can  target  preprints,  however,  and  newspapers  have 
been  very  cooperative  in  giving  us  circulation  by  zip  and 
allowing  us  to  deliver  our  preprints  by  zip. 

Hoch:  They  still  have  a  way  to  go. 

Cora:  Yes,  but  by  and  large  most  of  them  have  cooper¬ 
ated.  They  understand  our  problem. 

E&P:  I’ve  heard  that  while  the  small-  to  medium-sized 
papers  have  been  cooperative,  many  metros  are  still  holding 
out. 

Cora:  Some  of  them  are. 

E&P:  Which  ones? 

Cora:  Well,  I’d  rather  not  get  into  that. 

Hoch:  I  do  think  (the  metros)  have  to  realize  that.  .  .  it’s 
not  just  Sears  asking  for  a  more  finite  measure  of 
distribution,  it’s  the  whole  retail  community.  Every 
retailer  has  a  core  customer  and  there  are  better  customer 
opportunities  in  some  segments  of  the  market  than  others. 

I  think  that  five  or  six  years  ago  when  the  whole  process 
began,  there  was  a  sense  of  trauma  in  the  newspaper 
community  because  they  hadn’t  thought  of  themselves  as 
a  delivery  system.  Today  it’s  one  of  life’s  realities:  other 
than  delivering  news  and  commentary,  newspapers  also 
happen  to  be  an  advertising  delivery  system. 

E&P:  Why  do  they  resist? 

Hoch:  Some  of  the  problem  is  purely  mechanical.  Some 
of  it  is  a  distributor  base  where  zip  code  differentiations 
aren’t  made;  the  newspape*'  sells  to  a  distributor  who 
distributes  on  his  own  basis. 

E&P:  Does  competition  play  a  role? 

Hoch:  Yes.  When  we  were  (first)  attempting  to  do  the 
merge/purge  things  .  .  .  (newspapers  seemed  concerned 
about)  protecting  the  asset  of  their  subscriber  base.  And  I 
think  that  we’ve  assured  them,  and  they  us,  that  by  using 
independent  activity  to  merge  those  two  lists,  both  of  us 
have  a  vested  interest  in  not  destroying  the  other’s  cus¬ 
tomer  base.  That’s  part  of  how  (newspapers)  have  become 
a  more  effective  delivery  system  ...  by  allowing  us  to 
zero  in  on  segments  of  their  market  where  they  don’t  have 
the  circulation  we  need. 

Initially,  I  think  the  whole  issue  of  zip  code  information 
from  the  newspapers’  point  of  view  was:  “I  don’t  want  my 
competition  to  know  where  I’m  weak,  and  by  the  way.  I’m 
not  sure  I  want  you,  the  advertiser,  to  know  where  I  have  a 
hole  in  my  circulation.” 

Cora:  They  also  saw  it  as  a  loss  of  revenue. 

E&P:  Do  you  prefer  merge/purge  over  Advo? 

Hoch:  I  think  it’s  fair  to  say  that.  It’s  a  more  predictable 
distribution  channel.  Again,  it  becomes  a  question  of 
which  sweater  do  you  prefer  versus  which  sweater  can  you 
afford.  It’s  easy  to  decide  which  one  you  would  like;  now 
comes  the  equation  of  which  one  represents  the  best  value. 
In  the  case  of  merge/purge  we  might  prefer  it  in  Market  A, 
and  in  (Market  B)  we  may  be  mailing  more  than  we’re 
inserting  —  because  either  you  don’t  have  enough  circula¬ 
tion  in  that  area,  Mr.  Newspaper,  or  you  need  to  develop  a 
circulation  base  out  there. 


E&P:  Are  those  circulation  areas  generally  attractive  to 
newspapers? 

Hoch :  I  can’t  imagine  a  newspaper  that  wouldn’t  covet 
that  neighborhood.  It  represents  an  upscale  customer  base 

—  the  kind  of  people  who  should  be  reading  your 
newspaper  if  you’re  an  effective  part  of  the  community. 
Our  customers  are  .  .  .  in  a  sense,  the  upscale  portion  of 
the  American  consumer. 

E&P:  How  do  you  feel  about  the  recent  controversy  with 
the  Audit  Bureau  of  Circulations  and  the  member  papers 
who  have  resigned? 

Cora:  ABC  is  still  a  valid  measure  (of  circula¬ 
tion)  .  .  .  it’s  the  only  thing  we  have  to  go  by.  It’s  an  issue 
that  must  be  resolved  by  the  Bureau  with  the  member 
publishers. 

E&P:  Would  you  be  reluctant  to  advertise  in  a  newspaper 
that  wasn’t  audited  by  ABC? 

Cora:  No,  we  didn’t  say  that  ...  but  we  would  wonder 
why  they  weren’t  (audited). 

Hoch:  We  would  like  to  hope  that  the  member  publishers 
and  ABC  will  be  able  to  work  out  some  compromise  better 
than  either  participation  or  no  participation. 

E&P:  How  much  do  you  spend  on  advertising? 

Cora:  $750  million. 

E&P:  With  newspapers  receiving  two-thirds? 

Hoch:  They’re  the  single  largest  element  in  our  budget 

—  about  $500  million. 

E&P:  From  1977  to  1979  some  45%  of  your  media  dollars 
was  estimated  to  be  in  ROP.  Today  that  estimation  has  fallen 
to  12.5%. 

Hoch:  And  there’s  no  reason  to  change  that 
trend.  .  .  until  we  can  effect  some  cost  savings  on  ROP. 

Cora:  Or  until  we  can  negotiate  different  kinds  of 
contracts  on  it.  And  that’s  very  difficult  to  do. 

E&P:  When  you  say  different  kinds  of  contracts,  what  do 
you  mean? 

Cora:  Total  dollar  contracts,  which  would  in¬ 
clude  .  .  .  Sunday  supplement,  ROP,  black  and  white,  in¬ 
serts,  etc.  —  a  total  package,  so  to  speak.  Don’t  misunder¬ 
stand  us,  now,  it  wouldn’t  be  to  average  the  cost  between 
ROP  and  preprints,  but  to  hold  down  our  preprint  costs 
and  reduce  the  cost  of  ROP  so  we  could  advertise  more 
frequently. 

E&P:  Sort  of  like  a  quantity  discount? 

Cora:  Yes. 

Hoch:  What  it  really  says  is  that  .  .  .  our  use  of  ROP  has 
become  less  attractive  as  the  cost  burdens  have  become 
more  difficult  compared  to  preprints.  There  are  still  occa¬ 
sions  when  we  would  probably  use  more  ROP  —  to  in¬ 
crease  the  flexibility  as  we  move  toward  a  season  —  if  it 
weren’t  twice  as  expensive  as  any  other  relationship  we 
have  with  other  print  that  goes  through  the  same  delivery 
system. 

E&P:  Have  you  approached  the  industry  on  this  issue? 

Hoch:  We  haven’t  really  sat  down  with  the  publishers 
(on  a  one-on-one  basis)  yet  but  ultimately,  1  think  that’s 
what  we’re  going  to  have  to  do. 

Cora:  And  we’ll  approach  the  industry  associations, 
too  .  .  .  Whether  it’s  realistic  to  expect  the  whole  industry 
to  respond  to  the  ROP  problem  any  quicker  than  it  did  to 
the  insert  problem  is  questionable  —  except  that  I  do 
believe  the  industry  recognizes  the  problem.  Now,  how 
they  can  resolve  it  with  their  own  revenue  objectives  is 
what’s  at  issue. 

E&P:  Has  a  publisher  ever  called  on  either  one  of  you? 

Hoch:  Yes,  one  did  but  don’t  use  his  name.  The  (news¬ 
paper’s)  most  significant  contact  in  any  market  is  really  the 
local  Sears  senior  management.  We  don’t  do  business  in 
America.  We  do  business  in  L.A.,  we  do  business  in 
Chicago,  we  do  business  in  New  York. 

(Continued  on  page  42) 
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he  First  Amendment  . 

presupposes  that  right  conclusions 
^  are  more  likely  to  be  gathered  out  of 
a  multitude  of  tongues, 
than  through  any  kind  of  authoritative 
selection, 

to  many  this  is,  and  always  will  be,  folly, 
but  we  have  staked  upon  it  our  all.” 

■■Jiulf/r  Learned  Hand 
.  hneriean  JiirisI 
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Sears  talks  newspapers 

(Continued  from  page  40) 

Cora:  We  don’t  approach  (advertising)  as  though  it  were 
just  one  sea  of  sameness. 

E&P:  Are  you  beginning  to  give  your  regional  ad  people 
more  autonomy? 

Hoch:  I  think  autonomy  is  the  wrong  word  ...  1  think 
we’re  better  addressing  that  which  is  unique,  market  by 
market,  without  giving  up  the  central  direction  or  the 
nature  of  the  company  as  a  national  retailer. 

E&P:  Do  the  regional  managers  have  anything  to  say 
about  how  your  inserts  are  going  to  be  distributed? 

Hoch:  They’re  totally  accountable  for  them.  We  know 
what  they  tell  us  about  their  markets.  We  depend  on  them 
to  make  sure  we’re  getting  the  most  productivity  out  of  our 
advertising  investment.  It’s  an  important  job. 

E&P:  How  large  is  your  advertising  department? 

Cora:  About  2(K)  plus  people.  (Roughly)  40  of  (them) 
work  on  national  advertising — what  we  call  broadcast  and 
magazine.  And  the  balance  is  devoted  to  production  of 
preprints  and  local  newspaper  advertising. 

E&P:  How  are  the  local  ads  prepared? 

Cora:  While  we  prepare  and  print  all  the  four-color 
inserts  here,  each  market  prepares  its  own  black-and- 
white  preprints.  Our  core  service  book  (of  black-and- 
white  ads)  is  sent  out  to  our  28  advertising  offices  around 
the  country.  Each  of  those  regions  has  an  ad  manager  and  a 
staff. 

E&P:  So  they  can  create  their  own  ads? 

Cora:  Well,  they  either  pick  (the  ads)  up  as  they’re  laid 
out  or  ...  we  have  alternate  merchandise  shots  which 
they  can  add  to  or  subtract  from  depending  on  the  local 
region’s  needs,  problems  and/or  opportunities.  So  yes, 
they  can  create  an  ad,  so  to  speak. 

E&P:  Is  there  high  turnover  among  your  regional  ad 
managers? 

Cora:  No,  there  hasn’t  been. 

E&P:  You  hired  a  co-op  manager  about  two  years  ago. 
How  is  that  working  out? 

Cora:  Very  well  —  in  terms  of  our  being  able  to  forecast 
and  acquire  subsidy  dollars  to  either  add  to  our  budget  or 
lower  the  costs  of  our  advertising. 

Hoch:  However,  it’s  an  issue  we’re  very  careful  about 
for  two  reasons:  First  of  all,  if  a  buyer  has  the  ability  to 


either  reduce  the  cost  of  a  good  through  negotiations  with 
the  source,  or  take  those  funds  and  run  an  ad  on  them,  our 
directive  .  .  .  is  always:  reduce  the  cost.  Part  of  the  reason 
our  subsidy  dollars  have  grown  is  that  Sears  carries  more 
national-brand  products  than  it  did  several  years  ago. 

E&P:  Do  you  have  a  percentage  on  that? 

Hoch:  No,  but  philosophy  is  simple.  Take  Levis,  for 
example  —  where  there  is  a  national  brand  that  is  so 
dominant  a  Sears  core  customer  is  going  to  walk  out  of  our 
store  to  buy  it  next  door,  our  position  has  been,  “Excuse 
me,  why  don’t  you  stay  here  .  .  .  we’ll  give  you  the  option 
of  buying  Levis  at  Sears.’’  Our  product  strategy  would 
tend  to  continue  to  focus  on  Sears  private  labels  ...  but 
where  consumers  dictate  they  want  an  (outside)  option, 
we’ll  give  it  to  them. 

E&P:  Have  you  been  able  to  put  a  dollar  sign  on  your 
co-op  dollars? 

Hoch:  Yes,  but  that’s  not  information  we  would  divulge. 
It’s  very  substantial,  however. 

Cora:  In  the  context  of  other  advertisers  we  are  babes  in 
the  woods  compared  to  the  percentage  of  their  totals, 
however.  And  (that)  goes  back  to  .  .  .  our  first  obligation 
to  provide  the  consumer  with  the  best  product  at  the 
lowest  possible  selling  price. 

We  want  to  be  in  control  of  what  we  advertise,  when  we 
advertise  and  to  whom  we  advertise.  If  you’re  seeking 
only  subsidy,  then  somebody  else  is  determining  your 
advertising. 

E&P:  Are  you  vrorking  on  1987  budgets  now? 

Cora:  We’re  finalizing  ’86. 

E&P:  When  will  you  firm  up  ’87? 

Cora:  Spring  of  ’86.  We’re  working  on  merchandising 
plans  for  December  of  1986  right  now. 

E&P:  How  has  your  merchandising  focus  changed  in  the 
last  two  years? 

Cora:  Research  has  told  us  .  .  .  that  a  large  portion  of 
our  consumer  base  shops  us  selectively.  We  have  lines  of 
merchandise  that  we  would  like  our  core  customers  to 
shop  on  as  regular  a  basis  as  they  do  those  lines  they  think 
we’re  strong  in. 

E&P:  What  areas  would  you  like  to  be  stronger  in? 

Cora:  Home  fashions,  electronics,  apparel,  physical  fit¬ 
ness. 

Hoch:  I  think  what  you  have  perceived  from  our  televi¬ 
sion  and  some  of  our  magazine  advertising,  is  an  attempt  to 
present  what  we  lovingly  call  our  store  of  the  future  — 
which  really  isn’t  futuristic  but  contemporary,  in  the  sense 


iFeliz  Aniveisario,  Seats! 


Happy  Anniversary  on  your  Centennial 
year.  As  the  leading  Spanish-language  daily 
newspaper  in  the  United  States,  we  feel  very 
proud  to  have  you  cis  one  of  our  clients  and 
wish  you  continuous  success. 
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that  it  addresses  today’s  needs. 
Strategically  .  .  .  the  use  of  our 
national  media  tends  to  include  a 
greater  mix  of  long-term  personality 
changing  advertising.  The  mix  of 
what  you  as  a  consumer  look  at  every 
week  in  the  newspaper  tends  to  be 
very  item-price  oriented  because 
that’s  the  purpose  it’s  intended  to 
serve. 

Cora:  We’re  also  basically  (telling 
people)  that  we’re  a  mall  within  a  mall 
—  and  as  such  we  can  fulfill  all  of  your 
needs.  If  you  had  to  say  where  our 
new  merchandising  thrust  is  headed, 
that’s  where  it  would  be. 

Hoch:  If  you  look  at  Sears’  financial 
services,  real  estate  and  insurance 
companies  (Dean  Witter,  Coldwell 
Banker  and  Allstate  Insurance),  the 
whole  spectrum  really  is  very  consis¬ 
tent  with  (our  slogan)  “There’s  more 
for  your  life  at  Sears’’ .  .  .  and  the 
idea  of  attempting  to  provide,  as  a 


corporation,  more  of  what  people 
need  to  complete  the  cycles  of  their 
life. 

E&P:  Roughly  80%  to  85%  of  your 
customers  are  charge  customers.  You 
also  have  a  fairly  sophisticated  demo¬ 
graphic  overlay  that  you  use  to  uncover 
Sears  customers. 

Cora:  SNAP  —  Sears  Newspaper 
Analysis  Program.  It’s  a  method  by 
which  we  can  analyze  newspaper  dis¬ 
tribution  against  our  sales,  credit 
(charge  customers)  penetration,  sales 
per  household  and  income  levels. 
Those  are  the  main  criteria  we  look  at. 

E&P:  How  does  it  work? 

Cora:  We  take  those  criteria  and  lay 
them  down  against  other  demo¬ 
graphics  such  as  the  ethnicity  of  a  zip 
code,  single-family  dwellings  or  cata¬ 
log  customers.  And  then  we  assign  a 
qualitative  rating  weighted  toward 
credit  and  sales  penetration. 


E&P:  What  happens  next? 

Cora:  We  color-code  our  maps  with 
the  zip  codes  against  a  newspaper’s 
circulation.  If  a  newspaper  can’t  de¬ 
liver  the  zip  codes  we  want,  we’ll  go 
back  into  the  market  with  a  TMC  or 
something  else.  Every  market  is  dif¬ 
ferent.  In  Los  Angeles,  for  example, 
we  went  back  in  with  radio  because  of 
the  large  Hispanic  population  that 
doesn’t  read  newspapers. 

E&P:  How  much  has  SNAP  saved 
you? 

Cora:  We  saved  about  $20  million 
last  year,  but  we  reinvested  or  di¬ 
verted  most  of  that  money. 

E&P:  How  many  markets  have  you 
done  so  far. 

Cora:  Thirteen.  Houston  is  next. 
We  have  16  markets  left  to  do,  which 
we  hope  to  finish  by  the  end  of  this 
year. 

(Continued  on  page  44) 
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Sears 

(Continued  from  page  43) 

E&P:  Are  your  preprints  targeted 
for  different  audiences? 

Cora:  Not  yet. 

E&P:  Are  you  headed  that  way? 

Hoch:  We’re  looking  at  it.  But  even 
if  we  were  to  do  it,  the  newspaper 
carrier  would  have  to  be  able  to  effec¬ 
tively  handle  the  insertions.  Let’s  say 
we  had  four  different  versions  for  Chi¬ 
cago  —  apartment  dwellers,  down¬ 
town  people,  etc. — it  would  introduce 
another  level  of  complexity  to  the 
newspaper’s  mailroom,  too. 

Cora:  The  fact  is  that  every  signifi¬ 
cant  advertiser  could  benefit  from  tai¬ 
lored  distribution. 

E&P:  Is  there  such  a  thing  as  a  typi¬ 
cal  Sears  customer? 

Hoch:  There’s  a  demographic  pro¬ 
file  defined  by  frequent  shopping  pat¬ 
terns,  credit,  catalogue  usage.  But 
even  if  you  were  a  core  customer  and  I 
was  a  core  customer  and  we  both 
spent  X  percent — say  $  1 ,000  a  year  at 
Sears,  you  may  have  spent  yours  in  a 
third  of  the  store  that  I  never  go  into 
(and  vice  versa).  Eighty-three  percent 
of  America  walks  into  a  Sears  some¬ 
time  during  the  year,  but  they  don’t  all 
do  their  shopping  in  Sears,  unfortu¬ 
nately. 

So  a  typical  Sears  customer  varies, 
based  on  what  part  of  our  store  they 
shop  in,  their  age,  their  needs,  the 
community  in  which  Sears  serves 
them. 

Cora:  And  it’s  even  harder  to  define 
today.  Our  customer  is  also  Saks’  cus¬ 
tomer,  Penney’s  customer  .  .  .  no¬ 
body  really  has  a  stranglehold  on  a 
customer  loyalty.  Fifteen  or  20  years 
ago  there  was  such  a  thing  as  a  Field’s 


customer,  a  Sears’  customer.  The 
loyalties  in  the  retailing  industry 
simply  aren’t  there  —  there’s  no  need 
for  them  anymore. 

E&P:  Does  that  mean  consumers 
are  simply  shopping  price  or  quality? 

Cora:  I  think  they’re  shopping 
both  .  .  .  and  they’re  shopping  by 
lines. 

Hoch:  And  so  your  favorite  store 
for  ready-to-wear  may  not  be  your 
favorite  store  for  home  fashions. 
That’s  just  the  reality  —  there  are  so 
many  choices  out  there.  If  you  live 
near  a  metropolitan  area,  you  can’t 
drive  ten  miles  in  any  direction  with¬ 
out  passing  one  or  two  regional  malls 
and  hundreds  of  strip  center  stores  all 
of  which  are  competing  for  some  por¬ 
tion  of  your  discretionary  income.  It’s 
rough  out  there. 

E&P:  Who  is  your  biggest  competi¬ 
tor  today? 

Hoch:  There  is  no  one  competitor. 

Cora:  Once  again,  it’s  by  line,  by 
product.  Mr.  Brennan  (Sears  chair¬ 
man  Edward  A.  Brennan)  has  said  in 
the  past  that  anybody  who  sells  any¬ 
thing  we  sell  is  our  competition.  The 
significant  competition  is  by  product 
line. 

E&P:  Does  your  research  show  how 
consumers  shop  newspapers? 

Hoch:  They  sort  everything  —  even 
the  advertising.  They  read  these,  they 
don’t  read  those,  and  maybe  they 
throw  ours  away  —  they  throw  some¬ 
body’s  away. 

Cora:  It  depends  on  what  they’re  in 
the  market  for. 

Hoch:  There  are  some  people  who 
wouldn’t  shop  at  Sears  if  we  were  giv¬ 
ing  away  every  other  page.  And  they 
won’t  read  our  advertising — so  we’re 
not  going  to  worry  about  them.  The 
majority  of  people  do  shop  us  selec¬ 


tively. 

E&P:  Does  a  newspaper  add  any. 
credibility  or  usability  to  the  delivery' 
system? 

Hoch:  I  don’t  know  that  I  can  put  a 
value  judgment  on  that.  (What’s  most 
important  to  us)  is  getting  the  ad  to  the 
right  customer  in  a  timely  manner. 
Now  that’s  (when)  publishers  say, 
“Excuse  me,  I’ve  got  five  people  who 
have  been  awarded  Pulitzers,’’  but 
they  don’t  have  the  circulation  we 
need.  In  some  cases  the  editorial  sur¬ 
rounding  an  ROP  ad  might  help 
.  .  .  but  (this  is  generally  not  the 
case)  with  inserts. 

E&P:  What’s  going  to  happen  when 
videotex  comes  of  age? 

Cora:  .  .  .  we’ll  be  there. 

Hoch:  We’re  doing  some  testing 
now  with  electronic  shopping  in  some 
of  our  stores:  in  our  custom  decorat¬ 
ing  shops  .  .  .  and  financial  services 
areas. 

E&P:  Are  you  doing  this  on  your 
own  or  in  conjunction  with  someone 
else? 

Cora:  On  our  own. 

E&P:  How  are  consumers  reacting 
to  it? 

Hoch:  The  little  I  saw  on  the  drap¬ 
ery  was  positive.  People  are  less  and 
less  intimidated  by  electronics. 

Cora:  I  think  it’s  the  next  revolution 
of  retailing,  but  it  will  only  be  success¬ 
ful  if  you,  as  a  consumer,  want  to  shop 
that  way. 

E&P:  How  long  have  you  been  doing 
it? 

Hoch:  Six  months  or  so. 

E&P:  How  could  videotex  affect  the 
way  people  shop? 

Cora:  You’re  talking  about  the  in- 
house  use  now.  It’s  going  to  have  an 
impact.  If  you’re  a  consumer  in  the 
market  for  something,  it’s  going  to  be 
a  lot  easier  and  a  lot  more  convenient 
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to  call  up  a  retailer  and  see  what  they 
have  to  offer  by  pushing  a  button. 

E&P:  How  will  it  affect  newspaper 
advertising? 

Hoch:  The  other  part  of  the  equa¬ 
tion  is  who  are  you  going  to  dial  up? 
Why  would  you  pull  up  a  Sears  in¬ 
formation?  Beyond  price  (you  would 
ask  yourselO,  whom  do  I  trust,  whom 
do  I  have  confidence  in. 
(Our)  .  .  .  advertising  in  newspapers 
as  well  as  on  television  would  be 
aimed  at  predisposing  you  to  making 
that  buying  decision  at  Sears. 

E&P:  Consumer  debt  continues  to 
climb.  Will  this  affect  the  approach  you 
take  to  advertising  in  the  upcoming 
months? 

Hoch:  I  don’t  think  the  consumer’s 
position  as  it  relates  to  credit  .  .  .  has 
a  bearing  on  how  we  market.  Our 
marketing  plans  hopefully  address 
our  own  strengths  and  represent  the 
best  values  we  can  develop.  And  in 
the  competition  for  the  consumers’ 
dollars  we  (simply)  .  .  .  slug  it  out 
with  the  other  folks. 

E&P:  What  are  your  newspaper 
plans  for  celebrating  your  100th 
anniversary? 

Cora:  We’re  bringing  out  a  lot  of 
innovative  products  which  we  will 
(plug)  in  our  ads. 

E&P:  Has  your  newspaper  budget 
increased  significantly  for  this? 

Cora:  Yes  but  ...  I  can’t  be  any 
more  specific  than  to  say  it  (will  be) 
much  better  than  an  average  push. 

E&P:  When  will  that  push  take 
place? 

Cora:  In  the  spring  and  fall. 

Hoch:  Remember,  though,  that  un¬ 
less  we’ve  got  specific  products  that 
we  can  effectively  use  that  advertis¬ 
ing  for,  people  could  care  less  that 
we’re  celebrating  our  100th 
anniversary.  Just  increasing  the 
amount  of  money  we  spend  in  any 
specific  period  will  accomplish  noth¬ 
ing  (if  all  we’re  saying)  is  “please  help 
us  celebrate  our  100th  anniversary.” 
After  about  a  week  of  that,  the  con¬ 
sumer  would  say,  “So  what!” 

E&P:  If  you  had  a  magic  wand,  what 
would  you  wish  newspapers  would 
accomplish  in  the  next  five  years? 

Hoch:  I  think  the  things  that  we’ve 
been  talking  about  and  that’s  basical¬ 
ly  distribution  by  zip,  and  ROP  rates 
that  would  allow  us  to  advertise 
quantity  per  distribution  date  and  fre¬ 
quency. 

Cora:  A  wish  list  might  also  include 
more  quality  capability  in  their  pro¬ 
duction.  It’s  a  daily  newspaper,  it’s 
not  a  magazine  .  .  .  but  that  would 
make  a  lot  of  us  happy. 

E&P:  Are  you  referring  specifically 
to  four  color? 

Hoch:  Yes.  Regular  production. 


Cora:  I’d  wish  for  a  higher  quality 
product  distributed  more  effectively. 

Hoch:  The  other  reality  is  that  in¬ 
cremental  costs,  no  matter  how  you 
want  to  measure  them — readership, 
cost  per  thousand  —  have  to  begin  to 
bear  a  greater  resemblance  to  prod¬ 
uct.  The  quality  of  the  product  is  one 
issue — the  amount  of  circulation  is 
the  other  part  of  the  value  equation  on 
a  newspaper.  We  have  seen  decreases 
in  major  metro  daily  circulation  over 
the  last  five  or  six  years  —  it’s  a  trend 
—  and  at  the  same  time  we’ve  seen 
cost  increases  that  when  put  together 
(equal)  decreased  productivity.  So 
anything  that  will  increase  the  pro¬ 
ductivity  of  that  vehicle  —  and  that 


includes  greater  distribution  —  serves 
our  needs. 

E&P:  How  helpful  have  the  SIU’s 
been  to  you? 

Hoch:  I  guess  the  answer  to  that 
might  be  that  we  don’t  do  much  ROP. 
We  have  converted  everything  to  the 
standard  units,  however.  (And  we  be¬ 
lieve)  that  it  was  a  positive  change, 
one  that  we’ve  supported  .  .  .  and 
petitioned  for.  It’s  at  least  some 
semblance  of  standardization  in  an  in¬ 
dustry  that  isn’t  known  to  head  that 
way. 

E&P:  What  about  syndicated  de¬ 
mographic  research? 

(Continued  on  page  46) 


Calkins  Newspapers 
Salutes 


ON  ITS  100TH  ANNIVERSARY 


The  newspaper  industry  can 
be  proud  of  the  role  it 
has  played  in  Sears’  past 

We  at  Calkins  Newspapers 
appreciate  Sears  as  a 
valued  customer.  May 
our  continued  association 
bring  even  greater  success 
in  the  next  100  years. 


Calkins  KeutaftatterH 


BUCKS  COUNTY  COURIER  TIMES 

Levinown,  Pennsylvania 

INTELLINGENCER/RECORD 

Doylesto\wn,  Pennsylvania 
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BURLINGTON  COUNTY  TIMES 
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Homestead,  Florida 
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Hoch:  As  far  as  Sears  is  concerned, 
we  have  significant  zip  code  research, 
and  we  question  the  need  for  the 
media  to  implement  that  if  it  means 
more  costs  —  and  it  always  does.  You 
don’t  initiate  substantial  research 
projects  without  costs,  and  the  costs 
are  passed  on  to  the  user  and  the  user 
is  the  advertiser. 

E&P:  Why  do  you  put  the  majority 


of  your  advertising  dollars  in  news¬ 
papers? 

Hoch:  Because  it’s  where  (consum¬ 
ers)  do  (their)  shopping.  It’s  the  most 
used  resource  by  customers.  It’s  the 
most  available  and  the  most  timely.  It 
allows  you  the  opportunity  to  tell  your 
story;  customers  can  keep  it  if  they 
choose,  they  can  make  reference  to  it. 

That’s  right  out  of  a  newspaper 
commercial,  isn’t  it. 


E&P:  That  newspaper  commercial 
obviously  is  based  on  research  you’ve 
done  yourself. 

Hoch:  We  don’t  have  any  reason  to 
send  newspapers  money  unless  those 
newspapers  are  productive.  We  don’t 
have  a  love  affair  that  goes  beyond 
good  business  judgment. 

Cora:  If  customers  bought  from 
billboards  that’s  where  we’d  be. 


Alvah  C.  Roebuck  (left)  was  a  watch¬ 
maker  in  Hammond,  Ind.,  in  1887,  when 
he  answered  a  want-ad  in  the  Chicago 
Daily  News.  The  man  who  placed  the  ad 
was  Richard  W.  Sears  (right),  who  later 
hired  Roebuck  before  they  became  part- 


800  classified  ad  brought  Sears  and  Roebuck  together 


By  Ferdinand  Teubner 


A  newspaper  ad  that  cost  800 
brought  together  the  two  men  who 
went  on  to  form  one  of  the  best  known 
partnerships  in  history  —  Sears, 
Roebuck  and  Co. 

The  ad,  for  a  watchmaker,  which 
ran  in  the  April  1,  1887,  edition  of  the 
Chicago  Daily  News,  had  been  placed 


by  Richard  W.  Sears.  He  had 
launched  a  business  one  year  earlier, 
when  as  a  station  agent  in  North 
Redwood,  Minnesota,  he  accepted  a 
shipment  of  watches  that  had  been 
refused  by  a  local  dealer. 

Alan  C.  Roebuck  answered  the  ad 
and  was  hired  to  assist  Sears  in  his 
mail  order  watch  business  which  he 
was  operating  out  of  Chicago.  Later, 
the  two  formed  a  corporate  part- 


We  appreciate 
your  business 


mm 


Serving  New  Jersey’s  Greater  Trenton  /  Princeton  Market 

A  publication  of  Allbritton  Communications  Company 


nership  and  began  adding  lines  to¬ 
ward  the  development  of  a  general 
mail-order  business. 

Coincidentally,  on  the  same  page  as 
the  Sears  ad,  there  was  an  ad  for  a 
clothing  cutter  placed  by  Rosenwald 
and  Weil,  a  clothing  manufactuer.  It 
was  a  coincidence  because  eight 
years  later  Julius  Rosenwald  bought  a 
substantial  stock  interest  in  Sears, 
Roebuck  and  Company  and  in  1908, 
upon  Sears’  retirement,  became 
president. 

It  was  under  Rosenwald’s  guidance 
that  the  company  grew  to  nationwide 
prominence  in  distribution. 

The  first  Sears,  Roebuck  retail 
store  that  opened  in  Chicago  in  1925 
was  supported  by  a  strong  newspaper 
campaign. 

Following  the  first  successful  retail 
store  opening,  more  stores  were 
opened  in  other  cities,  and  by  1929, 
Editor  &  Publisher  magazine  carried 
a  story  under  the  headline  —  “Mail 
Order  Retail  Branch  Advertising  New 
Factor  in  Local  Linage.’’ 

The  following  is  a  chronological 
look  at  Sears,  Roebuck  and  Com¬ 
pany’s  development: 

1886  —  22-year-old  railroad  agent 
Richard  Sears  sells  first  watch  at  North 
Redwood,  Minn,  station. 

1888  —  Catalog  featuring  watches 
and  jewelry  is  published. 

1896  —  First  large  general  catalog  is 
published. 

1906  —  Chicago  catalog  merchan- 
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retail  store  is  opened  in  Evansville,  In¬ 
diana. 

1931  —  Allstate  Insurance  Co. 
founded. 

1945  —  Sears  yearly  sales  exceed  $1 
billion  and  company  begins  expansion 
into  the  suburbs. 

1961  —  Allstate  buys  a  California 
savings  and  loan. 

1973  —  Sears  Tower,  world's  largest 
building,  opens  in  Chicago. 

1981  —  Sears  acquires  brokerage 
firm  Dean  Witter  and  real  estate  com¬ 
pany  Coldwell  Banker. 

1982  —  First  Financial  Network 
Centers  are  opened.  Sears  World  T rade 
is  formed. 


1983  —  Store  of  the  Future  program 
to  remodel  and  remerchandise  Sears 
stores  is  announced. 

1984  —  Sears  Savings  Bank  is 
formed. 

New  Mass, 
weekly  started 

Tabloid  Newspaper  Publishing, 
Inc.  of  Newton,  Mass.,  has  started  its 
fifth  newspaper.  The  Wellesley  Tab. 

The  first  issue  reached  8,200  homes 
in  Wellesley,  Mass.,  bringing  The 
Tab’s  total  circulation  of  weekly 
newspapers  in  the  Greater  Boston 
area  to  over  98,000 


WhatdojDu 
give  someone  who 
has  everything 
including 

— i.  ^  ^ 


Warm  wishes,  Sears, 
on  your  hundredth. 


WaTcester 


(Top)  Though  Sears,  Roebuck  and 
Co.'s  founder,  Richard  W.  Sears,  did  not 
become  associated  in  business  with  cloth¬ 
ing  manufacturer  Julius  Rosenwald  until 
eight  years  later,  by  coincidence  both 
men  placed  want  ads  on  this  page  of  the 
April  1,  1887,  edition  of  the  Chicago 
Daily  News.  Alvah  Roebuck  answered  the 
Sears  od  for  a  watchmaker,  starting  one 
of  this  country's  most  famous  part¬ 
nerships.  Inches  away,  Rosenwald,  who 
later  served  for  almost  25  years  as  com¬ 
pany  president  and  chairman,  advertised 
for  a  clothing  cutter.  Sears  spent  80^  to 
meet  Roeback.  Rosenwald's  ad  cost  40^. 

(Bottom)  The  first  Sears  newspaper  ad. 

dise  distribution  center  opens. 

1911  —  Sears  offers  installment 
credit. 

1916 —  Employee  Savings  and 
Profit-Sharing  Fund  begins. 

1921  —  Sears  president,  Julius 
Rosenwald  pledges  $20  million  of  his 
own  to  get  Sears  through  the  De¬ 
pression. 

1925  —  First  retail  store  opens  in 
Chicago  Catalog  Merchandise  Dis¬ 
tribution  Center.  Eight  months  later  a 
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Sears  plans  major  ad  campaign  to  promote  credit  card 


Starting  this  month.  Dean  Witter,  a 
wholly-owned  subsidiary  of  Sears, 
will  begin  promoting  its  new  Discover 
credit  card  with  an  extensive  adver¬ 
tising  campaign  involving  about  800 
dailies  in  the  top  200  ADI’s. 

The  campaign  will  kick-off  on 
January  23  with  spreads  in  the  Wall 
Street  Journal,  USA  Today  and  New 
York  Times,  said  Paul  Marrone,  Dean 
Witter  vice  president  and  manager  of 
corporate  communications. 

On  January  26,  Super  Bowl  Sun¬ 
day,  the  company  will  run  two  60-sec- 

Bingham  Jr.  will 
keep  his  post 

Barry  Bingham  Jr.  has  agreed  to 
stay  on  as  editor  and  publisher  of  the 
Courier-Journal  and  Louisville  Times 
for  up  to  a  year,  until  the  newspapers 
are  sold  by  his  father. 

Bingham  Jr.  will  also  remain  vice 
chairman  of  WHAS  Inc.,  which  oper¬ 
ates  two  radio  stations  and  a  televi¬ 
sion  station  in  Louisville,  and  Stan¬ 
dard  Gravure  Corp. 

Bingham  Jr.  had  submitted  his  res¬ 
ignation  after  his  father,  Barry  Bing¬ 
ham  Sr.,  announced  on  January  9  he 
was  placing  the  family-owned  com¬ 
panies  up  for  sale. 

Bingham  Jr.  at  the  time  said  his 
father’s  decision  to  sell  was  “irration¬ 
al  and  ill  advised.’’ 

The  son  said  he  reached  an  agree¬ 
ment  with  his  father  that  he  would 
continue  to  help  operate  the  family 
properties,  but  that  Bingham  Sr.  will 
be  solely  responsible  for  the  sale 
arrangements. 

Father  and  son  said  the  agreement 
is  a  “healing  arrangement”  which 
would  help  resolve  the  rift  between 
them  that  resulted  from  the  sale 
announcemnt. 


ond  commercials  during  the  football 
game. 

The  next  day.  Dean  Witter  plans 
one-page  black-and-white  ads  in 
newspapers  in  the  top  200  ADI’s 
which  will  “follow-up”  the  Super 
Bowl  spots  and  describe  one  of  the 
Discover  card’s  features,  Marrone 
said. 

Those  January  27  ads,  however, 
will  be  primarily  an  “awareness  cam¬ 
paign,”  he  said. 

Scheduled  for  the  summer  through 
the  fall  are  newspaper  ads  which  will 
“talk  about  specific  features”  of  the 
Discover  card  and  also  provide  a  “list 
of  establishments  ready  to  honor  the 
card,”  he  said. 

The  ads  will  also  contain  800  num¬ 
bers  for  people  to  call  to  learn  more 
about  applying  for  the  card. 

Dean  Witter  is  also  planning  a 
direct  mail  campaign  for  Discover 
which  will  be  targeted  for  the  25  mil¬ 
lion  current  Sears  credit  card  holders. 
Marrone  said  the  campaign  will 
involve  1.5  million  pieces  of  mail 
being  sent  out  each  week. 

Dean  Witter  is  not  disclosing  its 
advertising  budget  for  the  Discover 
campaign,  Marrone  said,  but  the  com¬ 
pany  is  publicly  projecting  an  after¬ 
tax  loss  in  1986  of  $115  million. 

That  loss  figure  covers  advertising, 
operational  support,  technology  costs 
and  loss  reserves,  he  said. 

“Newspapers  are  one  of  the  most 
immediate  ways  of  reaching  consum- 


Super  copy 

(Continued  from  page  20) 


interests  everyone  —  the  entire  spec¬ 
trum  of  our  populus.  This  is  a  story  of 
overwhelming,  compelling  interest  to 
everyone.” 

“In  the  town  that  it  happens  in,  it 
becomes  the  biggest  story,”  Doria 
said.  “It’s  funny.  Newspapers  that 
take  themselves  seriously  —  and  this 
comes  along  and  all  news  judgment  is 
thrown  to  the  wind.” 

As  could  be  expected,  all  the 
papers  planned  “boffo  editions”  on 
days  before  and  of  the  game.  On  Fri¬ 
day,  Jan.  24,  a  mere  48  hours  before 
the  game,  Drumsta  said  the  Herald, 
for  example,  would  put  out  a  48-page 
wrap-around  special  section  covering 
“every  conceivable  angle  and  then 
some.”  The  main  paper  was  an  insert. 

Cunningham  said  the  Sun-Times 
was  planning  its  third  wrap-around 
section  at  72  pages,  including  a  12- 
page  color  photo  spread,  for  the  Fri¬ 


ers,”  Marrone  said,  explaining  that 
the  newspaper  ads  are  seen  by  Dean 
Witter  as  complementing  the  direct 
mail  campaign. 

Marrone  said  the  Discover  card  “is 
the  next  logical  step”  in  the  develop¬ 
ment  of  Sears’  financial  services.  He 
said  the  card  will  “link  individual  con¬ 
sumers  with  all  (of  Sears’)  financial 
entities.” 

Through  the  Discover  card,  people 
will  be  able  to  get  cash  through  auto¬ 
matic  teller  machines,  gets  loans  and 
open  certificates  of  deposits  and  other 
savings  accounts  at  the  Greenwood 
Trust  Co.,  a  Delaware  subsidiary  of 
Dean  Witter’s  consumer  banking 
division. 

Greenwood  is  also  the  bank  which 
will  be  issuing  the  Discover  cards. 

The  card  will  not  have  any  annual 
fee  for  at  least  two  years  and  will  have 
an  annual  percentage  rate  of  19.8%  in 
47  states.  Because  of  local  regula¬ 
tions,  the  Discover  cards  issued  in 
Massachusetts,  Maine  and  North 
Carolina  will  have  an  18%  APR. 

“We  think  the  value  the  card  will 
offer,  the  combination  of  features, 
justifies  the  APR,”  Marrone  said. 

One  of  those  features  is  called 
“Real  Dollar  Dividends”  which  will 
return  to  Discover  cardholders  up  to 
1%  of  their  total  annual  purchases  “as 
dollars,”  Marrone  continued.  People 
can  have  those  “real  dollars”  cre¬ 
dited  to  their  Discover  balances,  use 
_ (Continued  on  page  49) _ 

day  before  the  showdown  in  New 
Orleans. 

Sure  this  was  all  expensive,  but 
Doria,  for  one,  said  the  Globe  sold 
about  30,000  extra  papers  a  day  dur¬ 
ing  the  whole  hullabaloo,  and  more 
advertising  came  in. 

“We’re  spending  a  lot  of  money, 
but  I  think  the  paper  will  make  money 
also,”  he  said. 

And  Cunningham  said,  “Circula¬ 
tion  people  tell  me  that  after  a  Bears 
win  there’s  a  20,000  to  25,(X)0  (circula¬ 
tion)  increase.  After  last  week’s  play¬ 
off  65,000  extra  copies  were  sold.” 

It  was  hectic,  though. 

“It  is  a  lot  of  fun.  It’ll  be  even  more 
fun  when  it’s  over,”  Cunningham 
said.  “The  game  itself  will  be  good. 
Gearing  up  for  it  is  difficult.  It’s  been 
a  frenzy  of  activity  here.  It’s  going  to 
take  a  week  —  or  a  month  or  two  — 
for  this  town  to  calm  down.” 

Just  a  week  and  a  half  before  G-day 
(that’s  “G”  for  game),  Drumsta  said, 
“I’m  sure  when  it’s  over  I’ll  look  back 
and  say  it  was  fun.  Right  now,  no 
comment.” 


Sears,  Great! 

We’re  With 
You! 

The  Scrantonian 
Tribune 

Scranton,  Pa. 
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them  to  purchase  Sears  merchandise 
or  gift  certificates,  or  use  them  to 
open  up  a  Discover  card  savings 
account  at  Greenwood  Trust. 

Cardholders  will  be  able  to  make 
mail  deposits  into  their  Greenwood 
Discover  accounts  and  access  the 
funds  with  checks  that  can  be  used  up 
to  three  a  month,  Marrone  said. 

Nixon  to  speak 
at  AP  meeting 

Former  President  Richard  M.  Nix¬ 
on  will  be  the  featured  luncheon 
speaker  at  the  Associated  Press’ 
annual  meeting  April  21  at  the  Fair¬ 
mont  Hotel  in  San  Francisco. 

The  AP  meeting  takes  place  during 
the  annual  American  Newspaper 
Publishers  Association  convention. 

The  topic  of  Nixon’s  address  has 
not  yet  been  announced. 

In  1973,  then-President  Nixon 
spoke  at  the  Associated  Press  Manag¬ 
ing  Editors  convention  and  made  his 
famous  “I  am  not  a  crook”  remark 
while  being  questioned  about  his  in¬ 
volvement  in  the  Watergate  break-in 
and  subsequent  cover-up. 

The  former  president  also  addres¬ 
sed  the  American  Society  of  News¬ 
paper  Editors’  convention  in 
Washington,  D.C.,  in  1984,  where  he 
gave  a  highly  regarded  analysis  of  in¬ 
ternational  and  domestic  affairs,  par¬ 
ticularly  the  presidential  campaigns. 

Washington  Post  executive  editor 
Benjamin  Bradlee  later  said  of  Nix¬ 
on’s  performance:  “He  remains  the 
most  fascinating  figure  in  American 
political  life.” 


Times  Publishing 

(Continued  from  page  21) 


tion  to  pursue  diversification.  We 
think  we  are  getting  pretty  good  at 
putting  out  such  magazines.” 

Patterson  called  economic  news 
“the  number  one  journalistic  enter¬ 
prise”  and  said  he  considered  the 
Trend  magazines  “to  be  on  the  cutting 
edge.” 

Richard  R.  Edmonds,  vice  presi¬ 
dent  of  the  magazines,  said  Florida 
Trend  is  profitable  and  other  two  “will 
be  over  time.” 

Edmonds  added  that  Times  Pub¬ 
lishing  likes  Sunbelt  markets  because 
with  their  fast  economic  growth 
“there’s  a  lot  of  business  news  to 
write  about  and  there’s  a  strong  eco¬ 
nomic  base.” 

Times  Publishing  also  publishes  the 
St.  Petersburg  Times  and  Indepen¬ 
dent  and  Congressional  Quarterly. 
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Sears  press  release  on  ad  expenditures 
Dated  Sept.  6, 1946 


rOR  OMIDZATB  BEXASS 


froat  O«orf«  Tidal 

?uhlleit7  Diraetor 
S«ar»,  iMbuek  tad  Co. 
925  South  HoMa  Avwbo 
Chicago  7#  minoio 

Odtlo  3-3500]  Ect.  679 


SoarOf  Boohuek  And  Co.,  on#  of  tho  largoct  direct  bajoro  of  nompapor 
adrortiiing  Apaeo  la  tho  nAtion,  XaaI  joor  Apont  |U.,130«000  la  this  aodla,  it 
uoA  dlAcloood  today. 

Thio  Aua  vmt  toHorda  tho  purehaao  of  116,973»800  liaoo  of  adTortiolag  la 
93S  noKopAporo,  iaeludlag  aoso  eonmnlty  vo^clioo. 

Boeord  aaount  spvit  ty  Soaro  ia  tho  nowopapor  field  oao  la  19U.  oNn  tho 
eoapaay'o  retail  otoroo  purehaaod  |13*Oe7»7SO  worth  of  opaeo.  Tho  doeliao  over 
tho  war  yoara  la  attributed  to  aueh  obrloua  faetora  aa  Mrehaadiao  ahortagoo  and 
nowaprint  ahortagoo. 

Since  flrot  «toring  tho  retail  field  in  1925»  by  far  the  greateet  propor¬ 
tion  of  Seera  retail  adrortaing  dollar  haa  been  apant  for  nowapaper  adrortiaiag. 
And  a  breakdown  of  1945'a  nedla  dollar  indicatee  that  thia  eonpaay  contlnuoa  to 
look  with  fATor  on  the  newapapera  aa  the  backbone  of  their  retail  proMotion.  Laat 
year,  for  exaaplo,  79  per  cent  of  Seera*  retail  adTortlalag  dollar  went  to  tne 
newapapera;  12  per  cent  for  circulara;  6  per  cent  for  aiaeellaneotts  aedia  aueh  aa 
blllboarda,  read  aigns,  direct  aail  and  opeelal  proaotiona;  and  3  per  cent  for 


Total  dollar  expenditurea  in  tha  aedia  other  than  newapapera  aaounted  to 
11*659,500  for  circulara;  $937,000  for  alacellaoooua  aedia;  and  $439,000  for 
radio.  Theae  together  with  the  newap^er  aj^enditure,  totalled  $14*155*500  for 
retail  adTertiaing  i)rcaotlon  ia  1945. 


Tide 

Adrertialng  6  SeUlag 
Chain  Store  Age 


The  above  press  release  put  out  by  Sears  in  1 946  points  out 
that  the  chain  spent  $11.1  million  on  newspaper  advertising  in 
1945.  The  chain's  record  annual  expenditure  on  newspaper 
advertising  up  to  that  time,  according  to  the  release,  came  in 
1941,  when  Sears'  stores  purchased  $13  million  dollars  of  ad 
space  in  newspapers. 


ONE  CENTURY  DOWN. 
ONE  TO  GROW  ON. 

The  Dally  Record  Salutes  Sears 
on  its  100th  Anniversary 


While  the  Daily  Record  was  not 
around  when  you  started  your  mail 
order  catalog  business  in  1886,  we 
weren't  too  far  behind  when  we  started 
delivering  the  news  to  northern  New 
Jersey  in  1900. 


As  your  partner  in  delivering  the  Sears 
message,  the  Doily  Record  salutes  you 
on  your  first  100  years  and  wishes  you 
continued  success  and  prosperity  in  the 
"New  Century"  to  come.  Let's  make  it  one 
to  grow  on. 


Daily  Record 


55  Park  Place  Morristown,  New  Jersey  07960  (201 )  538-2000 


Stephen  Schmidt 

From  teacher  to  journalist  to  investment  broker 

Convicted  in  Costa  Rica  for  practicing  lournaiism  without  a  iicense, 
he  pians  to  appeai  in  an  effort  to  get  the  ruiing  overturned 


By  Ron  OstrofT 

Former  New  Yorker  Stephen 
Schmidt  said  he  ended  up  as  a  jour¬ 
nalist  in  Costa  Rica  by  accident. 

“I  fell  into  it,”  he  said  recently.  He 
went  to  Costa  Rica  in  1970  “because  I 
was  looking  for  adventure  and 
became  a  journalist  there  because  I 
needed  a  job.” 

After  five  years  of  teaching  at  an 
English  school  in  San  Jose,  the 
nation’s  capital,  he  quit.  Then  he 
went  to  the  English  language  newspa¬ 
per,  the  Tico  Times,  and  asked  for  a 
job. 

“Not  being  fluent  in  Spanish,  there 
was  nothing  else  1  could  do,”  he  said. 
Since  a  reporter  had  quit  the  day 
before,  he  was  hired. 

But  in  Costa  Rica  and  11  other 
Latin  American  countries,  one  can¬ 
not  legally  just  become  a  journalist. 
Those  countries  require  that  journal¬ 
ists  be  licensed. 

Since  Schmidt  had  not  graduated 
from  the  one  accepted  university  in 
Costa  Rica,  he  worked  without  a 
license.  Eventually  he  was  prose¬ 
cuted,  convicted  and  given  a  sus¬ 
pended  three-month  jail  sentence  for 
the  illegal  exercise  of  the  profession 
of  journalism.  He  returned  to  the 
United  States  in  1980. 

After  pressure  from  the  Inter- 
American  Press  Association,  Costa 
Rica  asked  the  Inter-American  Court 
of  Human  Rights  for  an  advisory 
opinion  on  the  issue.  In  November, 
the  court  based  in  San  Jose,  ruled  6-0 
that  the  compulsory  licensing  of  jour¬ 
nalists  is  incompatible  with  the 
American  Convention  on  Human 
Rights. 

Article  13  of  the  convention,  which 
came  into  effect  in  1978,  guarantees 
the  right  to  freedom  of  thought  and 
expression. 

Armando  Vargas,  Costa  Rica’s 
minister  of  information  and  communi¬ 
cations,  called  the  opinion  “just  a 
document  of  scientific  and  academic 
value.  It  is  a  non-problem  for  Costa 
Rica.” 

But  press  groups  praised  the  deci¬ 
sion  as  a  victory  for  journalists  that 
could  affect  the  extent  of  freedom  of 


expression  worldwide. 

Bill  Williamson,  executive  director 
of  the  Inter-American  Press  Associa¬ 
tion,  went  further. 

“It  is  probably  one  of  the  most 
significant  decisions  affecting  press 
freedom  since  the  John  Peter  Zenger 
case,”  he  said  from  Miami.  Zenger,  a 
New  York  editor,  was  charged  with 
libel  and  acquitted  in  1735.  His  land¬ 
mark  case  established  the  use  of  truth 
as  a  defense  in  libel  suits. 

Williamson  said  the  press  group 
planned  to  send  a  copy  of  the  decision 
to  the  presidents  of  countries  with 
licensing  laws,  “suggesting  that  they 
take  a  new  look  at  the  laws  on  their 
books  in  light  of  this  opinion.” 

The  other  countries  that  license 
journalists  are:  Bolivia,  Brazil,  Co¬ 
lombia,  Equador,  Guatemala,  Haita, 
Honduras,  Panama,  Peru,  Dominican 
Republic  and  Venezuela. 


Schmidt  said  “my  little 
saga  isn’t  over  yet  I  am 
still  a  convicted  felon  in 
Costa  Rica.  I  would  like 
to  have  my  conviction 
overturned.” 


The  unanimous  human  rights  court 
wrote  on  November  13  that  “the  com¬ 
pulsory  licensing  of  journalists  is 
incompatible  with  Article  13  of  the 
American  Convention  on  Human 
Rights  in  so  far  as  it  denies  some 
persons  access  to  the  full  use  of  the 
news  media  as  a  means  of  expressing 
themselves  or  imparting  informa¬ 
tion.” 

The  six-year-old  court,  a  judicical 
branch  of  the  Organization  of  Ameri¬ 
can  States,  was  established  to  inter¬ 
pret  and  apply  the  American  Conven¬ 
tion  of  Human  rights. 

Schmidt,  37,  reached  at  the  invest¬ 
ment  consulting  firm  he  operates  in 
Dallas,  called  the  decision,  “possibly 
more  important  for  the  rest  of  Latin 
America  than  for  Costa  Rica.” 

Schmidt  said  that  other  countries 
which  license  journalists  have  always 
pointed  to  “little  democratic  Costa 


Rica,  which  doesn’t  have  an  abso¬ 
lutely  free  press”  in  an  effort  to  justify 
their  own  press  restrictions. 

“If  Costa  Rica  accepted  this  deci¬ 
sion,  that  argument  wouldn’t  hold  at 
all.” 

Attorney  Richard  M.  Schmidt  Jr., 
who  is  not  related  to  the  journalist, 
filed  a  friend  of  the  court  brief  on 
behalf  of  the  World  Press  Freedom 
Committee,  International  Press  Insti¬ 
tute,  The  Newspaper  Guild  and  Inter¬ 
national  Association  of  Broadcasting. 

“We  think  that  this  decision  affects 
every  country  that  subscribes  to  the 
1948  Universal  Declaration  of  Human 
Rights,  which  has  similar  provi¬ 
sions,”  he  said. 

Another  friend  of  the  court  brief 
was  filed  on  behalf  of  the  American 
Newspaper  Publishers  Association, 
the  American  Society  of  Newspaper 
Editors  and  the  Associated  Press. 

But  Vargas,  the  government 
spokesman,  said  “Costa  Rica  will 
comply  with  the  decision  of  the  Inter- 
American  Commission  on  Human 
Rights,”  upholding  the  law  and  ruling 
that  Schmidt’s  rights  had  nc .  been 
violated.  “We  will  not  comment  on 
the  contents.”  He  said  the  law  will 
probably  not  change. 

Stephen  Schmidt  said  he  had  been 
working  illegally  for  several  years 
without  prosecution.  But  during  a 
seminar  sponsored  by  the  Inter- 
American  Press  Association  in  March 
1980,  he  announced  to  Colegio  offi¬ 
cers:  “I  am  practicing  journalism 
illegally  and  will  continue  to  do  so. 
What  are  you  going  to  do  about  it?” 

The  Colegio  pressured  the  govern¬ 
ment  to  prosecute  Schmidt,  but  a  trial 
judge  ruled  in  his  favor  in  January' 
1983,  saying  he  was  protected  by  the 
Costa  Rican  constitution  and  section 
13  of  the  American  Convention  on 
Human  Rights. 

The  Supreme  Court  of  Costa  Rica 
reversed,  finding  Schmidt  guilty  of 
the  illegal  practice  of  journalism  and 
giving  him  a  suspended  three-month 
jail  sentence. 

Immediately  after  the  supreme 
court  decision,  Colegio  President 
Carlos  Morales  praised  Schmidt’s 
_ (Continued  on  page  61) _ 
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Eliminating  the  nationai  ad  rate  differentiai 

Wichita  Eagie-Beacon  wiii  end  the  differentiai  Feb.  1  as  part  of  a 
test  program;  if  successfui,  more  Knight-Ridder  papers  may  do  the  same 


By  Andrew  Radolf 

The  Wichita  (Kan.)  Eagle-Beacon, 
a  Knight-Ridder  Newspaper,  on 
February  1 ,  will  essentially  eliminate 
its  national  advertising  rate  differen¬ 
tial  in  a  test  program  to  address  one  of 
the  most  persistent  criticisms  of 
newspapers  by  national  advertisers 
and  ad  agencies. 

The  program,  called  “Laboratory/ 
Wichita,”  will  offer  national  advertis¬ 
ers  signing  a  contract  for  a  minimum 
of  six  full-page  ads  “a  rate  that  nets 
the  same  after  agency  commission  as 
the  local  retail  rate.” 

The  elimination  of  the  rate  differen¬ 
tial  so  far  only  involves  the  Eagle- 
Beacon,  but  “you  can  bank  on  the  fact 
it  will  be  very  closely  watched  by 
Knight-Ridder,”  said  Robert  M.  Hob¬ 
son,  director  of  marketing  services. 
“We  think  it’s  what  the  national 
advertisers  are  looking  for,  and  we 

New  second-class 
mail  regulations 
for  newspapers 

The  U.S.  Postal  Service  has 
announced  that  newspapers  and 
magazines  mailed  as  second-class 
matter  will  have  to  meet  new  criteria 
to  qualify  for  reduced  in-county  post¬ 
age  rates. 

Beginning  Feb.  16,  the  publications 
may  use  the  in-country  rates  only  if 
one  of  these  conditions  is  met; 

•  The  total  paid  circulation  of  a 
single  issue  of  the  publication  is  less 
than  10,000  copies. 

•  The  number  of  copies  of  issues 
distributed  within  a  county  of  publica¬ 
tion  is  at  least  two  copies  more  than 
one-half  the  total  paid  circulation  of 
such  issues. 

The  restrictions  are  required  under 
a  law  passed  by  Congress,  the  Postal 
Service  says. 

The  law  also  restricts  the  number  of 
non-subscriber  copies  that  may  be 
mailed  at  in-county  rates.  During  a 
calendar  year,  the  total  weight  of  non¬ 
subscriber  copies  mailed  at  the  in¬ 
county  rates  may  not  exceed  10  per¬ 
cent  of  the  weight  of  subscribers’ 
copies  of  the  publication  mailed  at  the 
in-county  rates. 


think  it  gives  them  a  chance  to  demon¬ 
strate  their  interest.” 

William  Pointevint,  advertising 
director  of  the  Eagle-Beacon,  said  the 
Laboratory/Wichita  program  will  be 
sold  through  Knight-Ridder  News¬ 
paper  Sales,  KRN’s  national  adver¬ 
tising  sales  arm. 


“IVe  think  it’s  what  the 
nationai  advertisers  are 
iooking  for,  and  we  think 
it  gives  them  a  chance  to 
demonstrate  their  in¬ 
terest.” 


He  said  the  program  has  developed 
about  200  target  accounts  which  will 
be  contacted  when  Laboratory/ 
Wichita  is  launched. 

“I  think  we’ve  been  able  to  put 
together  a  package  that  answers  just 
about  any  question  being  asked  of  the 
advertising  community  today,”  said 
Pointevint.  He  said  Laboratory/ 
Wichita  will  present  advertisers  with 
“an  isolated  situation  that  represents 
the  marketplace  of  the  future  with  the 
fragmentation  of  television.” 

Pointevint  said  KRNS,  from  its 
New  York  headquarters,  will  hold  a 
conference  call  on  February  5  with  all 
of  its  regional  offices  to  acquaint  the 
sales  staff  with  the  program.  After 
that,  KRNS  will  “start  setting  up 
appointments”  with  the  targeted 
accounts.” 

“We  expect  considerable  support,” 
said  Fred  Weiss,  senior  vice  president 
of  KRNS.  “The  Eagle-Beacon  is 
offering  advertisers  what  they’ve  said 
they  need  —  a  glimpse  of  the  future, 
an  economical  vehicle  for  testing  both 
their  ideas  and  the  effectiveness  of 
various  media,  plus  a  chance  to  test 
the  sales  effectiveness  of  full-page  un¬ 
its  priced  at  a  commissionable  local 
rate.” 

The  Eagle-Beacon  is  also  offering 
advertisers  in  its  Laboratory/Wichita 
program  split  runs,  selected  market 
coverage  and  other  services. 

Scanners  in  use  at  major  grocery 
stores  in  the  area  will  measure  pro¬ 
duct  movement  from  ads  in  the  prog¬ 


ram.  The  newspaper  will  provide 
computer  services  to  enable  advertis¬ 
ers  to  assemble  results  from  pre-  and 
post-testing,  brand  preference  sur¬ 
veys,  media  studies  and  other  types  of 
market  research. 

Batten  tightens 
reigns  at  Landmark 

Landmark  Communications  and 
Telecable  Inc.  announced  the  two 
companies  have  repurchased  39%  of 
their  stock  from  56  minority  sharehol¬ 
ders  for  an  undisclosed  sum. 

Frank  Batten,  chairman  of  both 
companies,  said  the  repurchases 
mean  that  he,  his  family  and  company 
executives  now  own  over  90%  of  the 
stock  in  the  two  companies. 

Telecable,  which  operates  cable 
systems  in  15  states,  was  spun  off 
from  Landmark  in  1984.  Landmark 
publishes  newspapers  and  operates 
broadcast  stations,  cable  systems  and 
the  cable  Weather  Channel. 

Murdoch  will  not 
seek  permanent 
FCC  waiver 

Rupert  Murdoch  recently  issued  a 
statement  saying  he  does  not  plan  to 
seek  a  permanent  of  waiver  of  federal 
rules  that  require  him  to  sell  the  New 
York  Post  and  Chicago  Sun-Times  as 
a  result  of  his  purchase  of  six  Met¬ 
romedia  television  stations,  including 
those  in  Chicago  and  New  York. 

Last  November,  Murdoch  was 
granted  a  two-year  by  the  Federal 
Communications  Commission  to 
allow  for  the  orderly  sale  of  the  news¬ 
papers.  The  FCC’s  cross-ownership 
rules  prohibit  media  companies  from 
owning  broadcast  properties  and 
newspapers  in  the  same  market. 

The  granting  of  the  two-year  waiver 
fueled  speculation  that  Murdoch,  a 
strong  supporter  of  President  Reagan, 
was  really  trying  to  find  a  way  to  keep 
his  Chicago  and  New  York  papers  as 
well  as  WNEW-TV  in  New  York  and 
WFLD-TV  in  Chicago. 

“We  do  not  seek  an  extension  of  our 
two-year  waiver,”  Murdoch  stated. 
“There  is  no  basis  in  fact  to  recent 
press  reports  suggesting  otherwise.” 
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NEWS/TECH 


Hey  reader  —  got  something  to  say?  Send  it  by  computer 

In  Phoenix,  readers  can  send  their  letters  to  the  editor 
of  the  daily  newspaper  from  home  via  their  personal  computers 


By  George  Garneau 

The  electronic  age  is  catching  up 
with  newspapers’  letters-to-the- 
editor  columns. 

Letter  writers  to  the  editor  of  the 
afternoon  Phoenix  (Ariz.)  Gazette  no 
longer  have  to  avail  themselves  of 
the  age-old  process  of  typing  letters 
on  paper  and  sending  them  through 
the  mail.  Instead,  they  can  pound  out 
their  letters  on  personal  computers 
and  send  them  immediately  through 
phone  lines  into  the  newspaper’s 
computers. 

In  a  front-page  box  Jan  1,  the 
Gazette  said  it  believed  it  was  the  first 
newspaper  in  the  nation  to  make  such 
an  opportunity  available  to  those 
readers  with  computer  capability. 

The  program  at  the  Gazette  reflects 
a  trend  to  open  newspaper  computers 
to  input  from  outside  sources.  Elec¬ 
tronic  input  has  been  most  prevalent 
in  classified  advertising  and  obi¬ 
tuaries. 

One  letter  was  logged 
in  at  4:30  a.m. 


Jay  Brasher,  editorial  page  editor, 
said  an  extra  three  to  five  letters  a  day 
have  been  coming  in  on  the  paper’s 
International  Business  Machines 
Corp.  personal  computer.  One  letter 
was  logged  in  at  4:30  a.m. 

“We  figured  we  would  attract  a  new 
block  of  letter  writers,  primarily 
younger  folks,”  said  Brasher,  who 
came  up  with  the  idea.  “It  simply 
opens  a  new  method  of  putting  us  on 
the  leading  edge  of  what  everybody 


will  be  doing  in  a  few  more  years.” 

Brasher  said  some  electronic  letter 
writers  thanked  the  newspaper  for 
making  the  service  available,  but  for 
the  most  part  letters  received  electro¬ 
nically  have  dealt  with  issues  of  public 
concern,  just  like  those  received  in 
the  mail. 


‘We  figured  we  wouid 
attract  a  new  biock  of 
ietter  writers,  primariiy 
younger  foiks,”  said 
Brasher. 


So  far,  the  paper’s  biggest  worry  — 
electronic  garbage  mail  —  has  turned 
up  only  once,  in  a  rambling  letter  ab¬ 
out  Santa  Claus  and  two-headed  ice 
nymphs. 

One  electronic  letter  to  the  editor 
qualified  for  the  Gazette’s  Golden 
Pen  Award,  which  rewards  writers  of 
outstanding  letters  with  a  free  lunch 
and  a  designer  pen. 

The  Gazette’s  receiving  system  for 
electronic  letters  to  the  editor  is  prom¬ 
oted  on  local  electronic  bulletin 
boards,  which  are  used  by  computer 
buffs  to  exchange  messages. 

The  Gazette’s  IBM  PC  with  added 
memory  capacity  is  available  24  hours 
a  day,  except  for  about  30  minutes, 
during  which  letters  are  recovered. 

The  stand  alone  PC  was  chosen  so 
as  not  to  open  the  mainframe  compu¬ 
ter  system  to  “hackers,”  computer 
pranksters  who  pry  into  systems  to 
steal  or  sabotage  files. 

Instructions  printed  every  day  on 


the  letters  page  tell  computer  users 
how  to  take  advantage  of  the  system. 
Modems  have  to  be  set  at  300  baud, 
even  parity,  with  seven  data  bits  and 
one  stop  bit.  When  the  special  phone 
number  is  dialed,  instructions  tell 
how  to  send  the  text  of  letters.  Letters 
can  be  checked  for  proper  receipt,  but 
other  letters  on  file  cannot  be  read. 

Software  developed  by  Gazette 
staffers  was  checked  for  security 
when  one  computer  specialist  tried  to 
break  into  the  files  but  was  stymied. 
Brasher  said. 

Brasher  said  the  Gazette  would 
make  the  software  available  to  other 
newspapers  at  no  charge. 

Currently,  letters  received  on  the 
PC  are  printed  out  once  a  day  on  pap¬ 
er,  then  those  to  be  used  are  typed 
manuallly  into  the  main* system. 
Soon,  Brasher  said,  electronic  letters 
will  be  able  to  be  sent  directly  from 
the  IBM  PC  into  the  newspaper’s 
mainframe  for  editing  and  typeset¬ 
ting. 

So  far,  the  paper’s 
biggest  worry  — 
eiectronic  garbage  maii 
has  turned  up  only 
once . . . 

The  system  seems  to  work  with 
most  computers.  Brasher  said,  but 
some  problems  have  been  reported  by 
people  who  were  unable  to  reach  the 
host  computer. 

“P.S.”  the  Gazette  added  in  its  noti¬ 
fication  story,  “The  Gazette  will  con¬ 
tinue  to  publish  letters  sent  in  the  old- 
fashioned  way.” 


Pigment  manufacturer  fined  for  contaminated  ink 


A  New  Jersey  pigment  manufactur¬ 
er  has  agreed  to  pay  a  $70,000  federal 
fine  and  up  to  $1  million  for  testing 
and  disposal  of 900,000  pounds  of  yel¬ 
low  pigment  products  suspected  of 
contamination  with  toxic  PCBs. 

The  Magruder  Color  Co.  Inc.  ofEli- 
zabeth,  N.J.,  and  its  subsidiary,  Indol 
Color  Co.  of  Carteret,  settled  with  the 


U.S.  Environmental  Protection 
Agency  a  148-count  complaint  filed  in 
1984.  EPA  had  asked  for  a  fine  of 
$457,500. 

The  companies  were  charged  with 
illegally  making  and  distributing 
PCBs,  or  polychlorinated  biphenyls, 
toxic  substances  that  linger  in  the  en¬ 
vironment  and  are  suspected  to  cause 


cancer.  The  PCBs  developed 
accidentally  in  the  process  of  making 
yellow  ink  pigments. 

A  form  of  PCBs,  dichloro- 
biphenyls,  were  found  in  yellow  ink  at 
the  San  Jose  (Calif.)  Mercury-  News 
as  part  of  the  newspaper’s  safety 
tests.  PCB  levels  ranged  up  to  4,100 
parts  per  million,  80  times  the  federal 
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Solar  pond  to  generate  heat,  electricity  for  news  plant 


By  Matt  Bosisio 

To  most  people,  it  may  look  like 
just  another  large  construction  hole  in 
a  city  on  the  grow.  But  to  the  Journal 
Publishing  Company  of  Albuquerque, 
N.M.,  it’s  a  new  technology  that 
could  end  up  saving  it  some  money 
while  promoting  energy  efficiency. 

The  project  is  a  solar  gel  pond 
designed  to  store  heat  and  distribute  it 
into  the  company’s  domestic  hot 
water  system.  When  completed,  it 
will  be  the  first  commercial  gel  pond 
of  its  size  in  the  nation. 

“We’re  anticipating  that  it  will  take 
care  of  half  our  domestic  hot  water 
needs,”  said  Louie  Guenther,  main¬ 
tenance  manager  for  the  Albuquerque 
Publishing  Company,  which  is  head¬ 
quartered  in  the  Journal/Tribune 
building  next  to  the  pond. 

“If  indeed  it  generates  more  heat,  it 
will  then  heat  a  greater  percentage  of 
our  domestic  hot  water.” 

Guenther  said  the  100-foot  by  50- 
foot  pond  will  contain  a  brine  solution 
covered  by  tedlar  bags  filled  with  a 
specially-formulated  polymer  sub¬ 
stance  “that  is  the  consistency  of 


Vaseline  and  clear  as  distilled  water.” 

Unlike  some  products  used  in  other 
types  of  solar  collectors,  the  bags  and 
polymer  are  highly  durable  and 
affordable,  he  said,  and  will  not  break 
down  at  high  temperatures. 

“What  this  will  do  is  allow  the  sun’s 
rays  to  penetrate  through  and  heat  the 
brine  in  the  pond,  but,  at  the  same 
time,  it  will  act  as  a  much  better  insu¬ 
lator  at  night.” 

Besides  heating  domestic  water, 
Guenther  said  the  pond’s  water  is 
expected  to  generate  electricity  with 
low-temperature  turbines  and  be  used 
to  preheat  boilers. 

The  idea  for  the  pond  came  from 
Ebtisam  Wilkins,  a  professor  of 
chemical  engineering  at  the  Univer¬ 
sity  of  New  Mexico.  She  has  worked 
on  the  technology  for  a  number  of 
years,  and  built  one  of  her  first  gel 
ponds  on  the  UNM  campus. 

Wilkins  said  the  commercial  pond 
will  be  lined  with  black  sheeting,  and 
may  produce  as  much  as  five  million 
British  Thermal  Units  (BTU)  of  heat 
daily  during  the  warm  months  and 
about  one  million  BTUs  during  the 


OUR  ABILITY  TO  HANDLE 
A  DATA  BASE  OF  2,000J)00  HOMES 
IS  OPENING  SOME  EYE§. 

It’s  a  surprise  to  some  people  in  the  newspaper  industry  that 
we  offer  a  CIS  system  that  handles  over  2,000,000  subscriber 
homes. 

We  started  Creative  Data  Systems  seven  years  — 

ago  with  a  carefully  planned  development  strategy. 

Each  step  was  researched  thoroughly,  tested  repeatedly. 
and  proven.  By  starting  small  and  working  our  way 
to  a  position  as  an  industry  leader,  we’ve  learned  our 

The  IBM  System/ 38  has  grown  too,  with  capac-  ^ 
ities  now  equalling  many  main  frame  computers. 

That’s  why  we  can  give  you  an  integrated  TMC 

data  base  system  that  works.  One  that  handles  "w-  ^  ^  -  r 

5,000  starts  and  stops  per  day,  and  billings  for  ^  ^ 

over  100,000  pre-pays.  Our  display  advertising  *  ■  | 

software  handles  over  30,000  advertisers.  ^ 

Our  powerful  systems  are  designed  to  meet  the  ) 

needs  of  larger  newspapers.  If  you  want  to  talk  with 

someone  who  understands  the  problems  of  larger  ^  ^ 

papers  and  knows  what  you’re  looking  for,  give  us  a  call.  V  A 

u  M 

CTEACiVE  adCA  yi^ZEm 

0300  W.  noth  street 
Suite  150 
Overland  Park, 

Kansas  O 
91 3/451-461 


An  IBM  Value-Added  Remarke 


winter. 

She  said  the  Journal  Publishing 
Co.,  which  publishes  the  Albu¬ 
querque  Journal,  could  expect  a  pay 
back  period  of  3.9  years,  based  on  a 
cost  of  approximately  $7.70  per 
square  foot. 

The  company’s  costs  are  being 
shared  by  the  New  Mexico  Energy 
Research  and  Development  Institute, 
the  university  and  Sandia  National 
Laboratories. 

Now  under  construction  in  Journal 
Center,  the  pond  will  be  completed  by 
the  first  of  the  year  and  is  projected  to 
have  a  life  of  nearly  15  years. 

Wilkins  speculated  that  the  same 
project  could  work  well  for  large 
newspaper  companies  in  colder  cli¬ 
mates,  providing  the  proposed  site  is 
exposed  to  several  hours  of  sunshine 
each  day. 

“This  works  better  when  the  pond 
is  large,”  she  said.  “The  larger  it  is, 
the  cheaper  it  is  and  the  better  it  will 
perform  because  heat  loss  is  less.  So 
this  would  also  work  for  a  hotel  or 
complex  of  apartments.  Something 
big.” 

Guenther  said  the  technology  might 
also  work  for  businesses  in  isolated 
areas  where  electricity  is  harder  or 
more  expensive  to  obtain. 

New  distribution 
center  opened  by 
Miiwaukee  daiiies 

The  Milwaukee  Journal  and  Mil¬ 
waukee  Sentinel  have  opened  a  new 
distribution  center  designed  to  better 
handle  higher  volumes  of  preprinted 
advertising. 

The  distribution  plant  is  located  in 
Brookfield,  Wis.,  about  15  miles  from 
the  downtown  Milwaukee  plant  of 
Newspapers  Inc.,  the  division  of  the 
Journal  Co.  that  publishes  the  new- 
papers. 

The  new  plant  stores  and  assembles 
advertising  packages  and  is  the  first 
satellite  facility  of  the  newspapers. 

Equipment  at  the  29,000-square- 
foot  plant  includes  a  Harris  Graphics 
Corp.  13-head  inserter,  conveyors, 
two  counter-stackers,  four  strappers 
and  a  machine  for  loading  bundles 
onto  pallets  and  wrapping  them  in 
plastic. 

At  full  capacity,  the  inserter  can 
combine  12  ad  preprints  into  a  single 
package  at  rates  up  to  20,000  per 
hour,  the  newspapers  said. 
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Equipment 
Promotion 
Opportunities . . . 

1st  Quarter  Highlights: 

1.  Great  Lakes  Newspaper  Production  Conference  Issue 

Published  February  22 
Space  Reservation  Close:  February  12 

2.  America  East  Newspaper  Production  Conference  Issue 

Published  March  8 
Space  Reservation  Close:  February  26 

Editor  &  Publisher  (^ers  excellent  opportunities  in  both  the  February  22  and  March  8  issues  to 
promote  equipment  to  a  made-to-order  prospect  list.  E&P  reaches  40,000  decision  makers 
weekly . . .  newspaper  executives  who  purchase,  and  influence  purchasing,  ci  industry  equipment. 

The  Great  Lakes  Conference  will  be  held  in  Chicago,  February  22-24;  the  America  East 
Conference  will  be  held  in  Hershey,  PA,  March  12-14.  E&P  will  be  distributed  and  discussed  at 
both  of  these  important  forums  which  attract  influential  business  and  production  personnel  from 
daily  and  weekly  newspapers.  Make  your  presence  felt  to  attendees ...  as  a  plus  to  the  broad 
industry  reach  you  achieve  with  your  ad  in  E&P. 

Call  or  write  your  E&P  representative  or  Don  Parvin,  Ad  Manager,  at  212  675-4380.  Reach  news¬ 
paper  equipment  buyers  where  equipment  makes  headlines. .  .in  the  pages  of  Editor  &  Publisher. 

[{13  Editor  &  Publisher 

UiU  11  West  19th  Street  •  New  Yorit,  N.Y.  10011 


IN  BRIEF - 

Funds  sought  to 
keep  weekly  afloat 


Financial  rescue  for  the  Arkansas 
State  Press  weekly  newspaper  and  its 
publisher  was  sought  in  Little  Rock 
by  the  NAACP  on  Dec.  15,  the  day 
designated  as  “Daisy  Bates  Day,”  in  a 
proclamation  issued  by  Arkansas 
Governor  Bill  Clinton. 

Publisher  Bates  is  the  Daisy  Bates 
who  made  headlines  in  1957  when  she 
and  eight  others  were  denied  entry  to 
Central  High  School  by  troops  sta¬ 
tioned  there  by  then-Governor  Orval 
Faubus  in  a  bitter  last-ditch  fight  to 
prevent  integration  of  Arkansas 
schools. 

i  Bates  and  her  newspaper  face 
financial  ruin  unless  supporters  come 
to  her  aid,  John  W.  Walker,  a  Little 
Rock  civil  rights  attorney,  said  before 
a  group  of  about  100  people  attending 
an  NAACP  fund-raiser. 

Bates  told  supporters  that  the  paper 
needs  about  $50,000  to  stay  in  busi¬ 
ness,  and  that  she  has  already  in¬ 
vested  the  proceeds  from  mortgaging 
her  home. 

The  fund-raising  meeting  and  a  loc¬ 
al  radio  station  broadcast  together 
raised  more  than  $4,000. 


The  closer  you  look  at 
our  computerized  Newspaper 
Business  Systems,  the  better  we 
look.  We've  helped  more  small 
to  medium  size  newspapers 
handle  their  day-to-day  business 
operations  than  anyone. 

Call  today  for  details. 


(417)  782-0280 


Bates  said  part  of  the  paper’s  prob¬ 
lem  is  lack  of  effective  advertising 
personnel  and  insufficient  support  of 
its  advertisers. 

Bates  and  her  late  husband,  L.C. 
Bates,  founded  State  Press  in  1941 
and  operated  it  until  1959.  Daisy 
Bates  revived  the  paper  in  April  1984. 
She  says  it  has  a  circulation  of  “about 
8,000.” 

The  Arkansas  governor  of  1957  was 
a  bitter  foe  of  Bates  and  her  friends, 
but  Bates  today  has  the  support  of 
Arkansas  Governor  Bill  Clinton. 

Bates  also  has  the  support  of  Jerry 
Maulden,  president  of  Arkansas  Pow¬ 
er  &  Light  Co.  Maulden  is  also  a  mem¬ 
ber  of  the  national  NAACP  board  of 
directors. 

The  Little  Rock  NAACP  chapter, 
through  its  president,  the  Rev.  Robert 
Willingham,  announced  that  its  Daisy 
Bates  fund  drive  will  continue 
through  Feb.  21. 

— Bob  Vollmer 

Winans  appeals 
conviction 

Lawyers  for  former  Wall  Street 
Journal  reporter  R.  Foster  Winans 
and  his  two  co-defendants  have  asked 
a  federal  appeals  court  to  overturn 
their  convictions  for  engaging  in  a 
scheme  to  benefit  in  stock  trades 
based  on  information  Winans  leaked 
in  advance  of  publication  in  the  news¬ 
paper. 

Attorney  Don  Buchwald  told  the 
Second  Circuit  Court  of  Appeals  that 
the  prosecution  sought  to  make  a 
crime  out  of  Winans’  violation  of  the 
Journal’s  ethical  standards. 

Winans  was  sentenced  last  June  to 
18  months  in  prison  for  engaging  in 
conspiracy,  securities  fraud  and  wire 
and  mail  fraud  for  making  stock  trades 
based  on  his  inside  knowledge  of 
when  stories  likely  to  affect  stock 
prices  were  to  appear  in  the  Journal. 

Winans  remains  free  pending  his 
appeal. 

Harris  Corp. 
wins  Navy  contract 

A  company  that  produces  ad¬ 
vanced  pagination  systems  for  news¬ 
papers  has  won  a  Navy  contract  for 
computer-controled  test  systems. 

Harris  Corp.  of  Melbourne,  Fla., 
through  its  Government  Support  Sys¬ 
tems  Division  in  Syosset,  N.Y.,  has 
been  awarded  a  $45.6  million  contract 
for  test  systems  for  the  Navy’s  F/A-18 
jet  fighters,  LAMPS  MR  III  anti-sub- 
marine  helicopters  and  F-14  fighters. 


Dow  Jones  sells 
cable  tv  shares 

Dow  Jones  &  Co.  has  completed  its 
previously  announced  sale  of  two  mil¬ 
lion  shares  of  common  stock  of  Con¬ 
tinental  Cablevision  back  to  the  com¬ 
pany  for  $100  million. 

Dow  Jones  will  retain  about  1 . 1  mil¬ 
lion  shares,  or  16.5%,  of  Continen¬ 
tal’s  outstanding  stock. 

Harris  teams 
with  3M 

Harris  Corp.  and  Minnesota  Min¬ 
ing  and  Manufacturing  have  formed  a 
joint  company  for  worldwide  market¬ 
ing,  sales  and  service  of  copiers  and 
facsimile  machines. 

The  company,  Harris/3M  Docu¬ 
ment  Products  Inc.,  will  be  based  in 
Atlanta,  Ga.,  and  include  about  2,500 
employees  from  3M  and  Harris’ 
Lanier  Image  Processing  Division. 

New  business 
weekiy  debuts 

The  chief  executive  of  a  major  bank 
in  Norfolk,  Va.,  stepped  into  his 
office  one  Monday  morning  and  was 
surprised  at  the  greeting  from  a  new 
face. 

Laden  with  a  breakfast  tray  con¬ 
taining  a  croissant,  coffee,  one  long 
stemmed  rose  and  a  gold-tied  news¬ 
paper,  a  young  woman  placed  it  on  his 
desk,  then  breezed  away,  leaving  be¬ 
hind  the  promise  of  “giving  his  Mon¬ 
day  a  whole  new  meaning.” 

That  morning,  the  same  scene  took 
place  in  100  CEO’s  offices  through¬ 
out  Norfolk,  Portsmouth,  Chesa¬ 
peake,  Virginia  Beach,  Hampton  and 
Newport  News,  Virginia. 

This  was  the  debut  of  Hampton 
Roads  Business  Weekly,  published  by 
the  Virginian-Pilot  and  the  Ledger- 
Star,  a  weekly  that  provides  a  close 
look  at  local  business,  including  an 
in-depth  cover  story,  profiles  of  busi¬ 
ness  leaders  and  an  at-a-glance  view 
of  20  key  economic  indicators. 

Business  Weekly  is  published  ev¬ 
ery  Monday  in  Norfolk,  Virginia 
Beach,  Chesapeake,  Portsmouth  and 
Suffolk,  and  is  mailed  free  to  CEOs  of 
2,000  businesses  in  surrounding 
areas.  The  premier  edition  was  48 
pages  with  62%  advertising.  The  pub¬ 
lication  has  a  complete  news  and 
editorial  staff,  and  all  articles  are 
generated  locally  —  no  wire  copy  is 
used. 
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INAME  history 

(Continued  from  page  19) 


tial  between  local  and  national  adver¬ 
tising. 

In  1927,  the  group  —  once  more 
meeting  under  a  different  name  —  the 
International  Association  of  Newspa¬ 
per  Advertising  Executives  —  pro¬ 
posed  abolishing  the  terms  “local” 
and  “national”  advertising  and 
replacing  them  with  “retail”  and 
“general.” 

But  despite  this  semantic  distinc¬ 
tion,  a  solid  majority  of  members  con¬ 
tinued  to  believe  national  advertisers 
should  pay  more  than  local  ones. 

Last  December,  Robert  Pace,  who 
served  as  INAME  manager  from  the 
mid- 1930s  until  his  retirement  in  1973, 
urged  the  organization  to  change  its 
view  of  national  ad  rates. 

“If  one  accepts  this  definition  (that 
a  newspaper  is  the  conscience  of  a 
community),  one  accepts  the  respon¬ 
sibility  of  the  acts  of  that  con¬ 
science,”  Pace  wrote.  “Newspapers 
historically  have  defended  freedom  of 
the  press  and  resisted  all  efforts  to 
encumber  the  newspaper  business 
with  any  licenses.  The  day  may  come 
when  a  publisher  resolves  to  establish 
a  rate  structure  that  has  no  differen¬ 
tial,  treats  all  customers  alike  regard¬ 
less  of  their  address,  and  defends  the 
action  through  the  constitutionally 
protected  birthright.” 

When  the  country  v^as  plunged  into 
depression  in  the  1930s,  the  Newspa¬ 
per  Advertising  Executives  Associa¬ 
tion,  as  it  now  styled  itself,  was  at  the 
forefront  of  those  industry  leaders 
urging  newspapers  to  hold  the  line  on 
ad  rates. 

And  in  the  1934  convention,  the 
group  staunchly  defended  the  higher 
national  ad  rate,  even  as  more 
national  advertisers  sought  to  circum¬ 
vent  the  bigger  price  by  advertising 
through  local  retail  outlets. 

The  problem,  one  member 
declared,  is  “perhaps  the  most  seri¬ 
ous  crisis  which  has  ever  arisen  in  our 
relations.” 

Seeking  Cooperation 

Another  crisis,  according  to  many 
NAEA  members,  was  the  furious 
intra-industry  competition  engen¬ 
dered  by  the  Great  Depression. 

Increasingly,  newspapers  were 
trying  to  grab  their  competitor’s  busi¬ 
ness  rather  than  create  new  advertis¬ 
ing.  The  result  was  that  some  adver¬ 
tisers  were  becoming  increasingly 
disenchanted  with  newspapers. 

In  a  resolution  adopted  in  1946,  the 
group  urged  that  “derogatory  refer¬ 
ences  or  implications,  if  any,  to  any 
other  newspaper  be  eliminated  com¬ 
pletely  from  ^1  personal  and  printed 


selling.” 

In  addition  to  preaching  coopera¬ 
tion,  NAEA  led  the  call  for  standardi¬ 
zation  of  ad  formats. 

In  the  years  during  and  immedi¬ 
ately  after  World  War  II,  the  NAEA 
members  struggled  not  only  with  the 
severe  newsprint  rationing,  but  with 
the  poor  attitude  of  both  advertisers 
and  newspaper  space  salespeople. 
Because  shortage^guaranteed  an 
eager  market,  the  art  of  selling  had, 
quite  simply,  suffered  badly. 

It  was  during  this  time  that  NAEA 
began  to  issue  the  first  of  its  sales  tips 
and  reference  books,  the  forerunners 
of  INAME’s  highly  popular  Sales  & 
Idea  Book. 

Selling  research 

As  the  1950s  began,  the  NAEA 
began  to  push  research.  Its  manual. 
Newspaper  Research:  How  to  Con¬ 
duct  It,  How  to  Put  It  to  Work,  was 
launched  in  1950. 

And  the  group  also  assiduously 
pushed  the  use  of  color  by  newspa¬ 
pers. 

However,  the  organization  also 
showed  that  it  could  be  out  of  step 
with  the  times.  NAEA,  for  example, 
was  fiercely  devoted  to  ROP  adver¬ 
tising  and  in  1955  passed  a  resolution 
declaring  that  special  sections  were 
“not  desirable.” 

But  the  then-NAEA  did  not  live  in 


Money  for  free 


With  TV  EXTRA,  there  is  such  a  thing.  The  money  comes  from 
nationai  TV  advertisers  who  want  to  insert  their  smaii,  boidface 
ads  in  your  program  iistings.  TV  EXTRA  automaticaiiy  embeds 
the  ads  in  your  iistings,  so  it  couidn’t  be  easier. 


Let  us  know  when  you  want  your  money. 
Caii  Hai  Bauer  at  212-692-3973. 


gS  TV 
$!l  EXTRA 

200  PARK  AVENUE.  NEW  YORK.  NEW  YORK  10166 

AN  AFFIUATt  OF  UNITED  MEDIA  A  SCRIPFS  HOWARD  COMPANY 


the  past,  either.  It  recognized  as  long 
ago  as  1947  that  a  new  generation  of 
advertising  salespeople  had  to  be  sold 
on  newspapers. 

In  that  year,  the  NAEA  became 
one  of  the  first  business  organizations 
to  develop  a  practical  training  pro¬ 
gram  focusing  on  teachers.  Under  the 
NAEA  fellowship  program,  teachers 
were  placed  with  newspapers  and 
trained  for  10  weeks  each  summer. 
The  educators  were  paid  a  $600  grant. 

In  1979,  the  organization  expanded 
the  program  to  include  educator  semi¬ 
nars,  internships  for  educators, 
regional  student  workshops  and 
classroom  materials.  By  last  Septem¬ 
ber,  this  INAME  Foundation  claimed 
a  capital  fund  of  $1.2  million. 

For  much  of  its  growth,  the  organi¬ 
zation,  which  adopted  the  INAME 
name  in  1981,  had  operated  out  of  a 
modest  bungalow  in  Danville,  Ill.  In 
1984,  it  relocated  into  The  Newspaper 
Center  in  Reston,  Va. 

As  it  celebrates  its  75th  anniversary 
in  Las  Vegas,  INAME  can  boast  of  a 
membership  of  nearly  3,5(X)  advertis¬ 
ing  and  marketing  professionals  rep¬ 
resenting  a  little  more  than  1,000 
newspapers,  ranging  in  size  from  less 
than  5,()00  circulation  to  more  than  a 
million. 

— Mark  Fitzgerald 
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Columnist  who  covers  interior  design 

Rita  St.  Clair  of  the  Los  Ar^geles  Times  Syndicate  believes  there 
isn’t  one  right  way  to  make  a  house  or  apartment  look  good 


By  David  Astor 

As  is  the  case  with  clothing,  certain 
kinds  of  interior  design  are  “in”  dur¬ 
ing  a  particular  period.  But  they  may 
not  be  right  for  everyone’s  home,  and 
Rita  St.  Clair  tries  to  emphasize  this. 

“The  viewpoint  I  like  to  project  is: 
‘this  is  one  way  you  can  do  it,  but 
there  are  3,001  other  ways,  too,’” 
said  St.  Clair,  who  writes  a  twice- 
weekly  interior  design  column  for  the 
Los  Angeles  Times  Syndicate.  In  short, 
St.  Clair  believes  houses  and  apart¬ 
ments  should  reflect  the  dweller’s 
own  taste  and  budget. 

But  that  doesn’t  mean  there  aren’t 
certain  nationwide  design  trends. 
Since  St.  Clair  took  over  the  LATS 
feature  in  1982,  for  instance,  she  has 
noticed  that  more  people  are  decorat¬ 
ing  their  residences  in  an  ornate  way. 
This,  the  columnist  said,  reflects  the 
increased  wealth  of  a  number  of 
Americans  as  well  as  the  fact  that 
more  people  are  getting  married  and 
centering  their  lives — including  enter¬ 
tainment — around  the  home. 

“It’s  not  enough  for  them  to  just 
have  a  bed,  chairs,  and  a  table,” 
stated  St.  Clair,  who  noted  that  the 
emphasis  is  on  accessories  and  art — 
included  items  purchased  while 
traveling.  “Furniture  almost 
becomes  incidental.” 

Another  trend  these  days  is  the 
increasing  number  of  men  taking  an 
interest  in  interior  design,  said  St. 
Clair,  who  reported  that  a  good  num¬ 
ber  of  her  letters  come  from  males. 
And  although  interior  design  is  seen 
by  some  as  the  province  of  the  rich, 
St.  Clair  mentioned  that  she  receives 
mail  from  people  of  all  incomes — 
many  of  whom  can’t  afford  to  hire 
their  own  interior  designers. 

What  kind  of  interior  design  topics 
are  asked  about  the  most?  Numerous 
readers  write  St.  Clair  about  what  to 
do  with  their  windows.  She  observed, 
“People  seem  to  treat  their  windows 
the  way  they  treat  their  bodies — 
they’ve  got  to  cover  them!” 

Many  other  readers  write  St.  Clair 
with  space  problems,  as  when  an 
older  person  moves  from  a  house  to 
an  apartment  and  doesn’t  have 
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Rita  St.  Clair 


enough  room  for  the  furniture. 
Numerous  questions  concern  the  use 
of  color.  And  readers  seem  more 
interested  in  their  living  rooms  than 
any  other  part  of  their  residences, 
said  St.  Clair,  who  answers  all  the 
questions  she  gets — even  if  she 
doesn’t  use  them  in  her  feature. 

St.  Clair — who  often  writes  about 
specific  “products,”  including  win¬ 
dow  blinds,  carpets,  and  pieces  of 
furniture — does  one  question-and- 
answer  column  a  week  and  another  in 
essay  form  (both  of  which  are  accom¬ 
panied  by  photos).  One  recent  col¬ 
umn  discussed  different  parts  of  a 
home  that  could  be  used  for  dining, 
and  showcased  a  room  that  combined 
a  kitchen,  eating  area,  and  lounging 
space.  Another  column  talked  about 
the  use  of  animal-skin  patterns  as 
decoration. 

“Today,  because  of  a  heightened 
ecological  awareness  as  well  as  an 
endangered  species  law,  the  skins  of 
zebras,  leopards,  and  tigers  aren’t 
found  in  many  homes,”  wrote  St. 
Clair,  who  appears  in  papers  such  as 
the  Baltimore  Sun,  Miami  Herald, 


“The  Far  Side”  cartoonist  Gary 
Larson  of  Universal  Press  Syndicate 
will  be  doing  a  four-color  Sunday  ver¬ 
sion  of  his  comic  beginning  May  4. 

The  panel,  which  has  spawned  sev¬ 
eral  best-selling  books,  currently 
appears  six  times  a  week  in  over  350 
newspapers. 


and  Denver  Post.  “But  for  those  of  us 
with  a  taste  for  the  exotic,  which  ani¬ 
mal  skins  still  connote,  it  is  now  possi¬ 
ble  to  achieve  the  effect  without  actu¬ 
ally  depriving  a  creature  of  its  skin — 
and  its  life.” 

St.  Clair’s  life  began  in  Austria, 
followed  by  a  childhood  spent  in 
Italy.  She  came  to  the  U.S.  in  1940, 
and  attended  the  Art  Students  League 
in  New  York  City  and  the  University 
of  Iowa,  where  she  earned  a  bachelor 
of  fine  arts  degree.  St.  Clair  later  went 
to  the  Parsons  School  of  Design  in 
N.Y.C.,  where  she  took  courses  in 
interior  design  lighting  techniques; 
Parsons  in  Paris,  where  she  studied 
French  architectural  history  and  dec¬ 
orative  arts;  and  the  Museum  Des 
Arts  Decoratifs  in  Paris. 

Almost  two  decades  ago,  she 
started  Rita  St.  Clair  Associates,  a 
Baltimore-based  interior  planning 
and  design  firm  that  now  employs 
about  20  people.  The  company — of 
which  St.  Clair  is  president — works 
on  offices,  hotels,  restaurants,  and 
residential  spaces. 

In  addition  to  her  column  and  busi¬ 
ness,  St.  Clair  writes  magazine  arti¬ 
cles  and  gives  seminars  and  single 
lectures  at  colleges,  museums,  and 
other  locales.  She  is  also  guest  cura¬ 
tor  for  the  Baltimore  Museum  of  Art, 
and  serves  as  an  interior  design  con¬ 
sultant  to  various  community-spon¬ 
sored  projects.  St.  Clair  was  the  1979- 
80  president  of  the  American  Society 
of  Interior  Designers,  and  has  won 
numerous  awards  from  the  ASID  and 
other  organizations. 


Gary  Larson 
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Sunday  ‘Far  Side’  coming  in  May 

The  comic  now  runs  six  times  a  week 
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March  intro  for  new  strip  by  Jim  Davis  of  ‘Garfieid’ 


“U.S.  Acres,”  the  new  comic  by 
“Garfield”  creator  Jim  Davis,  will  be 
introduced  March  3  by  United  Feature 
Syndicate. 

The  children-oriented  strip,  which 
is  set  on  a  small  farm,  stars  a  group  of 
animals.  The  main  character  is  Orson 
the  “vulnerable”  piglet,  a  “chronic 
fantasizer”  and  voracious  reader  (he 
starts  his  day  with  the  funnies).  There 
is  also  Booker  the  “feisty”  baby 
chick,  who  thinks  Orson  is  his 
mother;  Booker’s  brother  Sheldon, 
who  refuses  to  leave  his  egg;  Roy  the 
“brash”  rooster,  who  always  over¬ 
sleeps;  and  several  other  young  car¬ 
toon  creatures. 

Davis  himself  was  raised  on  a  small 
Indiana  farm,  and  he  and  his  Paws, 
Inc.,  staff  now  work  in  a  rural  area  of 
that  state.  As  for  why  “U.S.  Acres” 
is  aimed  at  kids,  Davis  stated,  “The 
comics  pages  have  become  so  adult, 
we  felt  children  were  being  over¬ 
looked.”  And  he  added,  “It’s  a  nice 


way  to  encourage  young  readers  to 
pick  up  the  newspaper  reading 
habit.” 

“U.S.  Acres”  may  have  a  starting 
list  as  high  as  500  papers,  according  to 
United  (see  E&P,  January  4).  “Gar¬ 
field,”  which  United  began  syndicat¬ 
ing  in  1978,  has  over  1,700  papers — 
and  has  spawned  two  Emmy-winning 
animated  television  programs,  15 
books  on  the  New  York  Times  best¬ 
seller  list,  and  thousands  of  licensed 
products.  There  will  also  be  licensing 
involved  with  “U.S.  Acres.” 

In  other  Davis-related  news,  the 
American  Library  Association  has 
chosen  Garfield  to  help  promote 
reading  in  1986  and  celebrate 
National  Library  Week  April  6-12. 

The  cartoon  cat — flanked  by  his 
owner  Jon,  Odie  the  dog,  and  Pooky 
the  teddy  bear — will  be  featured  on  an 
ALA  poster  holding  John  Steinbeck’s 
Of  Mice  and  Men  and  noting,  “I  hate 


Cartoon  protected  in  court  ruling 


The  U.S.  Court  of  Appeals,  11th 
Circuit,  has  ruled  in  favor  of  the 
Miami  Herald  Publishing  Company  in 
a  libel  suit  involving  an  editorial  car¬ 
toon. 

Back  in  1980,  the  Miami  Herald  ran 
an  editorial  cartoon  showing  men 
resembling  gangsters  in  a  dilapidated 
building  identified  as  a  nursing  home 
that  had  been  closed  by  state  order. 
The  caption  showed  one  of  the  men 
saying,  “Don’t  worry,  boss.  We  can 
always  reopen  it  as  a  haunted  house 
for  the  kiddies  .  .  .  .”  The  cartoon 


followed  a  series  of  Herald  articles 
focusing  on  problems  with  the  Krest- 
view  Nursing  Home. 

A  personal  representative  to  the 
estate  of  the  Krestview  owner  filed 
suit  over  the  cartoon  (drawn  by  Jim 
Morin,  who  is  now  also  with  King 
Features  Syndicate).  The  suit  charged 
that  Krestview  didn’t  look  as  bad  as 
was  shown  in  the  cartoon  and  that  the 
owner  was  depicted  as  a  criminal. 

The  court  ruled  last  month,  how- 

(Continued  on  page  60) 


to  read  alone.”  Over  15,000  copies  of 
the  poster  will  be  offered  to  schools, 
libraries,  and  the  public — and  there 
will  also  be  distribution  of  bookmarks 
with  the  same  illustration.  Garfield, 
too,  will  be  featured  in  public  service 
print  ads  in  children’s  magazines. 


SENIORS 
ARE  GOLDEN 
READERS. 


Seniors  are  eager  readers,  especially 
when  it  comes  to  our  weekly,  write- 
in  advice  column  on  finance,  travel, 
housing,  budgeting  and  more.  Even 
tips  on  income  tax  and  social 
security.  MAINLY  FOR  SENIORS  is 
mainly  a  golden  opportunity  for 
more  readers. 

Call  toll-free  800-445-4555  for  a 
free  sample  of  our  packages.  Alaska, 
California,  Hawaii  and  Canada,  call 
collect  (619)  293-1818.  Get  the  pack¬ 
age  that  ties  up  readership  and 
revenues. 


Jim  Davis  and  an  example  af  'U.S. 
Acres,'  which  features  a  'fun  farm  fact' 
on  Sundays.  The  new  United  Feature 
Syndicate-distributed  comic  is  aimed 
at  children. 
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(Continued  from  page  59) 
ever,  that  the  cartoon  was  “a  pure 
opinion  and  therefore  protected  from 
this  libel  suit  by  the  First  Amend- 

ment.” 

The  opinion  stated:  “Cartoonists 
employ  hyperbole,  exaggeration,  and 
caricature  to  communicate  their  mes- 

sages  to  the  reader.  One  cannot 
reasonably  interpret  a  cartoon  as 
literally  depicting  an  actual  event  or 
situation  .  .  .  .” 

Syndicate  offers  editorial  cartoonist,  other  features 


The  work  of  Phoenix  Gazette  edito¬ 
rial  cartoonist  Len  Borozinski  is 
being  offered  by  Davy  Associates  of 
Dana  Point,  Calif. 

The  syndicate  said  Borozinski 
“presents  a  ‘balanced  attack’  on  the 
political  front  in  a  day  when  more 
liberal  cartoonists  are  the  rage.” 

Also  being  offered  is  “The  Real 
Sport,”  a  daily  and  Sunday  comic 
that  covers  golf,  fishing,  skiing,  and 
other  activities.  It  ran  in  the  Minnea¬ 
polis  Star  for  over  a  year  before  car¬ 


toonist  Bill  Davey  turned  to  advertis¬ 
ing.  Davey  is  a  University  of  Missouri 


journalism  school  graduate  whose 
work  has  appeared  in  numerous 
magazines  and  newspapers. 

And  Davy  Associates  is  syndicat¬ 
ing  “Home  Video”  by  Buzz  McClain, 
who  is  entertainment  editor  of  the 
Journal  Newspapers  of  Washington, 
D.C.  His  column — which  has  run  for 
over  18  months — reviews  new  video¬ 
cassettes  and  talks  about  the  previous 
week’s  top  ten  tapes,  among  other 
things.  The  900- 1,000- word  weekly 
feature  comes  with  art. 


Three  prize  winners 

“The  Mini  Page”  creator  Betty 
Debnam  of  Universal  Press  Syndicate 
has  won  a  special  award  from  the 
American  Library  Association  for 
“(c)elebrating  the  powers  and  plea¬ 
sures  of  books  and  libraries.” 

Also,  United  Feature  Syndicate 
home  repair  columnist  Henri  de 
Marne  has  received  a  National 
Energy  Award  from  the  U.S.  Depart¬ 
ment  of  Energy. 

And  Los  Angeles  Times  Syndicate 
columnist  Jeane  Kirkpatrick  will 
receive  a  $100,000  award  in  March, 
according  to  the  Washington  Post. 
The  Raymond  and  Miriam  Klein 
Foundation  is  giving  the  award  to  the 
former  United  Nations  ambassador 
for  public  activity  demonstrating 
“personal  commitment  to  the  pur¬ 
poseful  survival  of  the  Jewish  people 
and  the  State  of  Israel  .  .  .  .” 

‘Rivets’  creator  dies 

“Rivets”  cartoonist  George  Sixta 
of  News  America  Syndicate  died  Janu¬ 
ary  7  of  complications  following  a 
stroke. 

He  created  the  Rivets  character — a 
wire-haired  terrier — while  serving  in 
the  Navy  42  years  ago. 

Sixta’s  son  Steve,  who  has  assisted 
his  father  in  recent  months,  will  con¬ 
tinue  to  draw  the  comic. 

It’s  on  the  outdoors 

“Timber-Doodles,”  a  weekly  car¬ 
toon  “slanted  to  the  outdoorsman,” 
has  been  introduced  by  Larry 
Wetherholt. 


'TMBEitlMXNIi.ES 

timber-doodles 
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The  comic — which  stars  the  char¬ 
acters  of  Buckshot  and  Dave — covers 
hunting,  fishing,  hiking,  canoeing, 
etc. 

Wetherholt  is  based  at  4265  E.  Can¬ 
trell  St.,  Decatur,  Ill.  62521. 

Masson  anniversary 

Walter  Masson  will  reach  his  15th 
anniversary  as  a  self-syndicated  gar¬ 
dening  columnist  next  month. 

The  “Down  to  Earth”  writer — 
based  at  45  Plymouth  Rd.,  Needham, 
Mass.  02192 — appears  in  the  Boston 
Herald  and  a  number  of  other  papers. 
Each  weekly  column  comes  with  a 
photo  taken  by  Masson,  who  has  been 
featured  in  Popular  Photography 
magazine. 

Masson  has  also  free-lanced  for 
about  40  years,  with  his  gardening 
articles  and  photos  appearing  in  publi¬ 
cations  such  as  the  New  York  Times 
and  Chicago  Tribune. 

Museum’s  new  prez 

Joseph  D’Angelo  was  elected  presi¬ 
dent  of  the  Museum  of  Cartoon  Art  in 
Rye  Brook,  N.Y.  And  “Beetle 
Bailey”  creator  Mort  Walker — 
founder  of  the  museum — was  elected 
chairman  of  the  board. 


D’Angelo — who  is  president  of 
King  Features  Syndicate,  which  dis¬ 
tributes  Walker — was  previously  vice 
president  of  the  museum  for  1 1  years. 
(For  more  on  the  museum,  see  E&P, 
July  21,  1984.) 

NYU  comics  course 

Several  syndicated  creators  will  be 
among  the  speakers  featured  in  a  New 
York  University  School  of  Continu¬ 
ing  Education  course  called  “Comics 
and  Social  Comment:  Conversations 
with  Cartoon  Artists.” 

They  include  “Robotman”  car¬ 
toonist  Jim  Meddick  and  “Dollars 
and  Nonsense”  cartoonist  Bob  Man- 
koff  of  United  Feature  Syndicate, 
“Blondie”  artist  Stan  Drake  of  King 
Features  Syndicate,  “Annie”  car¬ 
toonist  Leonard  Starr  of  Tribune 
Media  Services,  and  “Benchley” 
artist  Mort  Drucker  of  Cowles  Syndi¬ 
cate,  among  others.  United  Media 
managing  editor  of  comics  Sarah  Gil¬ 
lespie  will  also  speak. 

The  course,  slated  to  begin  in 
February,  will  be  moderated  by  vet¬ 
eran  comic  strip  cartoonist  Elliot 
Caplin. 

New  Almanac  editor 

Mark  S.  Hoffman  has  been  pro¬ 
moted  to  editor  of  The  World  Alma¬ 
nac  and  Book  of  Facts,  which  is  pub¬ 
lished  by  Newspaper  Enterprise  Asso¬ 
ciation. 

Hoffman  joined  World  Almanac  in 
1983  as  managing  editor.  Since  1979, 
he  has  also  been  an  adjunct  professor 
of  English  at  City  College  in  New 
York. 
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and  Brandstand  of  Skokie,  Ill. 

Institutional:  First  place:  Neiman- 
Marcus  of  Dallas;  Second  place, 
three-way  tie  between:  Bamberger’s 
of  Newark,  N.J.  and  Bloomingdale’s 
and  Macy’s  New  York,  both  of  New 
York.  Awards  of  Merit:  Jordan  Marsh 
of  Boston;  Prange’s  of  Green  Bay, 
Wis.;  Curtain  Country  of  Hempstead, 
N.Y.;  Robinson’s  of  Florida,  St. 
Petersburg,  Fla.;  St.  Laurent  Shop¬ 
ping  Centre  of  Ottawa;  and  Leggett 
Department  Stores  of  Lynchburg, 
Va. 

Special  Award  for  a  Magazine  Insert 
in  a  Newspaper:Carson  Pirie  Scott  of 
Chicago. 

Public  Service:Award  of  Merit  to 
The  Plain  Dealer  of  Cleveland,  Ohio. 


k>  nmac  cixivnuMy  r 


SMOKE  AND  YOU’LL 
NEVER  KNOW 
WHAT  TO  EXPECT. 


kikiu  thjt  Mtk4inj:  IS 

NaI  lor\i>u.  But  il  \x«u'a> 
prcgniint  jikl  snkiLc.  ytnir 
hi^n's  health  Ls  jt  stake,  too 
■  mh  overs  pull,  y»Hi 
iislkde  2.t<'0a>inp'urk.K. 
Ofthc-M.*.  njcotiiv.  uirtum 
nkifk  >xtde  uiki  hcriAilaitn  rcnc 
arc  die  intM  hiinniul.  TIics 
can  cnKN  dk‘  pLicental  twrriei' 
itnd  jitect  ihc  oxygen  (kHivcr) 
ti'  dk^dc^eklp^n£  fcu^. 

tliimak'ly,  \<iur  snk»ku^ 
aUix-t'  dk’  length  tind  wei^ 
of  vi'ur  Kdts'  ^  its  <thilk>  U) 
bfcutlic  asTiMly. 

So  quit  Mlkikii^  for  sour 
halts  s  sido,'.  If  s-ou  ean'l  quk. 

tktwn.  hidk:r  ssus.  it’s  •me 
»»f  d)c  hesJ  thills  ysiull  ever 


The  Plain  Dealer  of  Cleveland  won  an 
award  of  merit  in  the  public  service  cat¬ 
egory  for  this  ad. 

Cavaney  will 
head  API 

Red  Cavaney  has  been  named 
president  of  the  America  Paper  Insti¬ 
tute. 

Cavaney,  who  joined  API  in  1983  as 
vice  president  for  government  affairs, 
has  been  executive  vice  president 
since  last  year.  Previously  he  had 
been  deputy  assistant  for  public  liai¬ 
son  to  President  Reagan  since  1981 
and  has  worked  in  the  White  House 
staffs  of  presidents  Nixon  and  Ford 
and  as  president  of  a  California  yacht 
maker. 


Schmidt 
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conviction  as  “the  most  important 
victory  in  the  history  of  the  organiza¬ 
tion  and  journalism.” 

He  said  his  organization  protects 
the  public  from  untrained  and  irre¬ 
sponsible  journalists. 

Schmidt  then  petitioned  the 
Washington-based  Inter-American 
Commission  on  Human  Rights  for  a 
declaration  that  his  rights  to  freedom 
of  thought  and  expression  under  the 
American  Convention  on  Human 
Rights  had  been  violated.  But  the 
Commission  said  his  rights  had  not 
been  violated  by  the  Costa  Rican 
courts  or  the  Colegio. 

“The  role  of  the  Colegio  in  deter- 


Survey 

(Continued  from  page  13) 

opposition,  Gallup  noted,  seems  to  be 
“psychological”  rather  than  political. 
The  “embittered,”  for  example,  also 
tend  to  disapprove  of  Ronald  Reagan. 

“Whatever  the  cause  of  their  ani¬ 
mosity,  the  embittered  symbolize  the 
failure  of  simple  left-right  ideology  in 
explaining  press  opinion,”  Gallup 
stated. 

The  “main  Streeters”  account  for 
15%  of  the  population,  Gallup  said. 
They  are  “a  conservative  slice  of 
Middle  America,”  tending  to  have 
had  an  immediate  family  member  in 
the  military,  be  white,  male,  Protes¬ 
tant  and  live  in  a  small  town.  Their 
educational  background  is  “mod¬ 
est,”  Gallup  said,  and  they  are  likely 
to  be  conservative  and  approve  of 
Ronald  Reagan. 

They  do  believe  that  the  press  is 
highly  professional  and  cares  about 
its  work,  but  they  also  see  the  ^ess  as 
liberally  biased,  unfair,  uncaring  and 
not  independent,  Gallup  said.  A  plur¬ 
ality  of  this  group  also  believes  the 
press  is  harmful  to  democracy. 

The  press’  supporters  also  fell  into 
three  groups,  Gallup  found  —  the 
reflexives,  21%  of  the  populace; 
emphatic  supporters,  26%;  and  the 
ambivalent  supporters,  23%. 

The  “reflexives”  see  the  press  as 
too  invasive  of  personal  privacy,  but 
other  than  that  they  tend  to  take  an 
“unquestioning”  attitude  that  sees 
the  press  as  accurate,  fair,  profes¬ 
sional,  caring  and  independent  of  the 
power  structure. 

However,  “reflexives”  also  are  the 
least  involved  of  all  the  groups  with 
the  news  media.  One  in  four  does  not 
read  a  newspaper,  the  highest  propor¬ 
tion  of  any  cluster,  and  they  don’t 
watch  much  television  news. 


mining  who  can  and  cannot  practice 
journalism  has  been  seriously  ques¬ 
tioned  by  the  court,”  said  publisher 
Dick  Dyer  from  his  office  at  the  Tico 
Times,  a  weekly  with  a  circulation  of 
about  7,500. 

He  added  that  although  the  law  will 
probably  not  be  changed,  “I  think  it 
will  be  some  time  before  the  Colegio 
will  sue  another  journalist  for  illegal 
practice.  If  they  do,  it  is  likely  that  the 
local  courts  will  be  influenced  by  the 
human  rights  court  decision  and 
throw  the  case  out.” 

But  Schmidt  said  “my  little  saga 
isn’t  over  yet.  I  am  still  a  convicted 
felon  in  Costa  Rica.  I  would  like  to 
have  my  conviction  overturned.” 

He  said  that  his  attorney  is  prepar¬ 
ing  a  brief  for  Costa  Rican  Supreme 
Court  to  do  just  that. 


“Reflexives”  are  disproportion¬ 
ately  likely  to  be  women,  Gallup  said. 
They  identify  with  the  Democratic 
party  and  labor  unions.  “Reflexives 
more  than  any  other  cluster  represent 
important  elements  of  the  New  Deal 
coalition,  not  so  much  liberal  as  work¬ 
ing  people  or  the  lower  middle  class,” 
G^lup  found. 

“Emphatics”  constituted  not  only 
the  largest  group  of  press  supporters, 
just  over  a  quarter  of  the  population, 
they  are  also  the  most  liberal  group. 

T^ey  also  “are  disproportionately 
likely  to  be  women,  upper  income  and 
college-educated .  ” 

“Emphatics”  are  the  group  most 
likely  to  feel  the  press’  watchdog  role 
is  helpful  to  democracy  and  are  the 
strongest  supporters  of  press  free¬ 
dom,  Gallup  said.  They  see  the  press 
as  professional,  believable,  fair  and 
moral,  however  they  also  tend  to  view 
the  press  as  being  “too  dependent  on 
interest  groups  and  institutions.” 

Gallup  described  “ambivalent  sup¬ 
porters”  as  a  “transitional  group  that 
bridges  the  gap  between  enthusiastic 
support  and  serious  criticism.” 
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TV  Listings 
Seniors’  Pages 
Dining/Movie  Directories 
Supported  by  EXTRA  BUSINESS 
sold  by  us  on  an  annual  basis  at 
Premium  Rate.  Free  editorial  matter 
INCLUDING  TV  LISTINGS. 

YOU  NET  YOUR  RATE 

Dickinson  Multi-Media  Services,  Inc. 
Servicing  newspapers  for  over  45  years. 

271  Madison  Avenue 
“2'"^  New  York,  NY  10016 

ll”ll  (212)  532-0170  or 

^*’*^*•'"*•1  1  (800)  874-7785 
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BENEFIT  FROM  OUR  VAST 
NEWSPAPER  AUDIENCE 


Classified  Advertising 


FEATURES  AVAILABLE 

JOURNAUSM  CATALOGUE  HUMOR 

JOURNALISM,  CARTOON  ART,  News¬ 
papers,  Photograghy,  Autographs, 
Media.  Send  $2  applicable  to  order  to 
“Bill  The  Booky",  PO  Box  6228,  L.I.C. 
NY  11106  (718)728-4791. 

“OUT  OF  THE  BLUE"  Send  today  for 
samples  of  this  hot  new  feature  by 
Robert  Woods  Mann.  Write  RWM,  Suite 
207,  1750  Sutter  St.,  San  Francisco, 

CA  94115. 

CARTOONS 

MONEY 

EDITORIAL  CARTOONS  and  comment. 
Church  directory  illustrations,  horo¬ 
scope,  movie  reviews,  crossword 
puzzles,  humorous  cartoons,  other 
quality  features  for  the  weekly  editor 
(offset).  Mark  Morgan,  Inc,  PO  Box 
995,  Newnan  GA  30264;  (404) 
253-5355. 

“MORE  FOR  YOUR  MONEY’’— Proven 
weekly  column  and  fillers  of  money 
saving  consumer  news.  Mike  LeFan, 
1802  S  13th,  Temple,  TX  76501. 

MOVIE  REVIEWS 

MINI  REVIEWS  (Cartoon  illustrated). 
Great  for  weekend  section  or  entertain¬ 
ment  pages.  Camera  ready.  Star  photos. 
Our  12th  year.  Cineman  Syndicate,  7 
Charles  Court,  Middletown  NY  10940; 
(914)  692-4572. 

ANTIQUES 

YOUR  READERS  may  have  valuable 
antiques  or  collectibles  they  know 
nothing  about.  This  proven  weekly 
column,  written  by  a  veteran  antique 
dealer,  reveals  the  secrets  of  determin¬ 
ing  the  value  of  antiques.  History, 
repair,  use  and  care  of  antiques  plus 
current  market  trends  covering  a  wide 
range  of  subjects.  Samples,  write  Nadja 
Maril,  2  Steele  Ave.,  Annapolis,  MD 
21401. 

REAL  ESTATE 

“HOUSE  CALLS’’-Oklahoman,  Miami 
Herald,  Sun-Times,  100  others.  Lively, 
lucid  800-word  Q&A  weekly  on  real 
estate.  11th  year,  8  national  awards. 
Edith  Lank,  240  Hemingway,  Roches¬ 
ter,  NY  14620.  (716)  473-4973. 

ANIMALS 

HEALTH 

AWARD-WINNING  ANIMAL  COLUMN. 
Samples:  EARTHLINGS-Bennett,  513 
Lake  St.,  Crystal  Lake  IL  60014 
(815)455-4995. 

“We’re  living  longer,  we’re  retiring  from 
the  work  force  earlier  &  we’ve  more  time 
for  leisure  reading,  and  newspapers 
must  pay  more  attention  to  our  needs." 

So  writes  a  reader  to  “SENIOR  CLINIC” 
America’s  only  column  by  a  specialist 
physician  who  addresses  exclusively  the 
medical  problems  of  later  life.  Now  in 
6th  year.  (Featured  weekly  since  1982 
in  Rochester  NY  Democrat  &  Chroni¬ 
cle).  Take  a  free  trial  and  let  your  read¬ 
ers  decide.  Samples,  rates.  Dr.  Macln- 
nis,  HFM  Literary  Enterprises,  PO  Box 
307,  Edmonton,  Alberta,  Canada  T5J 
2J7,  (403)  973-2361. 

ENTERTAINMENT 

CELEBRITY  INTERVIEWS,  movie 
reviews,  “Around  Entertainment"  with 
photos.  Our  12th  year.  International 
Photo  News,  Box  2405,  West  Palm 
Beach  FL  33402. 

SCIENCE 

WEEKLY  SCIENCE  COLUMN  800 
words  plus  editorial  cartoon.  Concepts, 
profiles  precis,  reader  queries.  Relev¬ 
ant,  witty,  painless.  3rd  year.  Samples: 
Science  Syndicate,  PO  Box  5636,  Port¬ 
land,  OR  97228.  (503)  224-8338. 

BOXING 

BOXING  “  Established  weekly  column 
of  boxing  commentary.  Well  written, 
provocative.  Excellent  offbeat  sports 
feature  about  controversial,  high  inter¬ 
est  subject  often  underestimated  by 
editors.  Will  cultivate  new  readership. 
Won’t  cost  much  in  space/money  for 
trial.  Samples.  Jon  Piper,  Sports  News 
Service,  44  Lufkin  Point  Rd.,  Essex, 
MA  01929.  (617)  768-7165. 

POLITICAL  COLUMNS 

NEW  HUMOROUS  socio-political 
commentary.  Weekly  column.  Samples: 
Wordwright,  Box  291,  Fanwood  NJ 
07023. 

PHOTOGRAPHY 

FREELANCE 

“TAKE  BETTER  PICTURES”— Monthly 
column  or  special  series.  Samples, 
rates:  Drager,  9101  Newhall  "90,  Sacra¬ 
ment  CA  95826. 

Bill  Wallace’s  current  affairs  column  is 
thoughtful,  witty  and  develops  a  follow¬ 
ing.  Why  be  without  it?  The  80s.  Box 
15,  Fraser,  NY  13753. 

ANNOUNCEMENTS 


NEWSPAPER  APPRAISERS 

APPRAISALS  FOR  THE  WEST 
Pacific  NW  Newspaper  Associates 
Rod  Whitesmith,  (206)  892-7196 
Box  4487,  Vancouver,  WA  98662 


NEWSPAPER  APPRAISALS  tor  estate 
planning,  tax,  partnership,  loan,  depre¬ 
ciation,  insurance,  corporate  and 
personal  worth.  Sensible  fees. 
Brochure.  Krehbiel-Bolitho,  Inc., 
Robert  N.  Bolitho,  4210  Johnson  Drive, 
Suite  lOOA,  Fairway,  KS  66205 
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NEWSPAPER  BROKERS 


I  BILL  MATTHEW  COMPANY  conducts  ' 
'  professional,  confidential  negotiations  \ 
I  for  sale  and  purchase  of  highest  quality  j 
I  daily  and  weekly  newspapers  in  the 
I  country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
1(8  1  3)733-80  53  daytime; 

(813)446-0871  nights:  or  write  Box 
I  3364,  Clearwater  Beach  FL  33515.  No  ; 
I  obligation  of  course.  ; 


NEWSPAPER  BROKERS 

NEWSPAPERS  FOR  SALE 

Above  Average 
PERFORMANCE 

SYD  S. GOULD  &  COMPANY 

2111  Thomas  Drive 

Panama  City,  FL  32407 
(904)  234-1117 

16  YEAR  OLD  WEEKLY  in  fastest  grow¬ 
ing  city  in  San  Diego  county.  Solid  ad 
base.  Unlimited  potential.  $60,000 
gross  last  year.  Will  consider  all  offers 
made  by  April  1.  13046  Bonito  Vista, 
Poway  (5a  (619)744-2219. 

Appraisers  •  BROKERS  •  Consultants  | 

W.  B.  GRIMES  &  CO. 

Suite  501  i 

4000  Albemarle  St.,  NW  1 

Washington,  D.C.  20016  1 

(2(12)628-1133  | 

Serving  Publishers  since  1959.  1 

Over  300  newspapers  Sold.  i 

25  YEAR-OLD  suburban  weekly- 
commercial  web  plant-small  daily-and 
TMC  shopper  for  sale.  Owner  exhaust¬ 
ed.  Gross  $1,850,000.  Solid  profit  for 
four  years.  Price  $1,250,000.00 
Owner  wants  immediate  sale.  Princi¬ 
pals  reply  to  Box  9608,  Editor  &  Pub¬ 
lisher. 

Brokers  •  Consultants  •  Appraisers  j 
Daily  and  Weekly  Newspapers 
JAMES  A.  MARTIN  ASSOCIATES  1 
Columbus  Office:  (614)  889-9747 

PO  Box  798,  Dublin  OH  43017 
SERVING  THE  USA 

ARIZONA  WEEKLY  community  tabloid, 
two  years  old,  circulation  25K,  sunny, 
booming  Phoenix  area.  Total  price 
$25,000.  (602)  938-2742.  PO  Box 
6034,  Glendale,  AZ  85312. 

COUNTY  SEAT  Twice  weekly  plus  TMC. 
Zone  5.  NEW  ENGLAND  Weekly  plus 
TMC.  Excellent  property.  $425,000. 
OHIO  Weekly  resort  area.  Below  gross. 
James  A.  Martin  Associates,  PO  Box 
798,  Dublin  OH  43017.  (614) 
889-9747. 

CONFIDENTIAL  PROFESSIONAL 
SERVICE.  Call  or  write  Dick  Briggs.  No 
obligation.  RICHARD  BRIGGS  &  ASSO¬ 
CIATES,  Box  8225,  Savannah,  GA 
31412  (912)  236-1596. 

EDWIN  0.  MEYER  ASSOCIATES 
Appraisers,  Brokers,  Consultants 

Box  637,  Goochland,  VA  23063 
(804)  784-7000 

HIGHLY  SUCCESSFUL  WOMEN’S 
monthly  newspaper  serving  upscale  NE 
market.  $256,(500.  STILL-GROWING 
177-YEAR  OLD  weekly  sen/ing  pictur¬ 
esque  central  NY  State.  $225,000. 
SUBURBAN  MICHIGAN  weekly  serving 
growing,  affluent  communities.  Priced 
well  below  gross  of  $400,000.  UNIQUE 
OPPORTUNITY.  Monthly  tabloid  serv¬ 
ing  fast-growing  NE  parents  market. 
$225,000.  WEEKLY  SPORTS  NEWS¬ 
PAPER  covering  major  Florida  Universi- 
ty.  $225,006.  CONTACT: 
[W.B.  GRIMES  &  CO. 

4000  Albemarle  Street,  NW,  Suite  501 
Washington,  D.C.  206l6. 

(202)628-1133. 

Fournier  Media  Service  Inc. 
Appraisal«Brokerage«Consulting  | 

John  L.  Fournier  Jr.  | 

PO  Box  5789,  Bend,  OR  97708  1 

Office  (503)  389-3277  | 

JAMES  W.  HALL,  JR.  1 

Newspaper 

Sales,  Appraisals,  Consultations 

Jim  Hall  Media  Services,  Inc. 

408  Elm  St.  Troy,  AL  36081 

(205)  566-7198 

J.F.  HICKS  MEDIA  SERVICE 

31  N.  Wyoming,  Buffalo,  WY  82834 
Jim  Hicks  (307)  684-5750 

MISSOURI  countyseat  weekly.  Profit- 
1  able.  Well  equipped.  Job  printing, 

;  recreation  lake  nearby.  Priced  less  than 

1  gross.  20%  down.  Owner  to  retire.  Jim 
i  loan.  Box  L,  Bloomfield,  MO  63825. 

John  E.  van  der  Linden 
Broker-Consultant  (712)  336-2805 
Box  275,  Spirit  Lake,  lA  51360 

i  NORTHWEST  SUBURBAN  Weeklies 
j  $4.6  million.  High  grovrth  area. 

1  CALIFORNIA  SHOPPER  $2.3  million. 

1  Great  growth  potential. 
jOREGON  SUBURBAN  Weekly 

1  $300,000.  Good  Potential. 

1  WESTERN  WASHINGTON  Weekly 
$320,000.  Profitable.  Includes  Bldg. 
WESTERN  WASHINGTON  Weekly 
:  $250,000.  Includes  building. 

1  EASTERN  WASHINGTON  Weekly 
$75,000.  First  owner  opportunity. 

;  NEVADA  RANCHING  Monthly 
$250,000.  Includes  building. 
EASTERN  WASHINGTON  Weekly 
$30,000.  $5000  down. 

FOURNIER  MEDIA  SERVICE  PO  Box 
5789,  Bend  OR  97708  Ph. 
503-389-3277. 

KREHBIEL-BOLITHO,  INC 
Brokers-Appraisers-Consultants 

Over  550  Newspaper  Sales 
ROBERT  N.  BOLITHO 

4210  Johnson  Drive,  Suite  lOOA 
Fairway,  KS  66205 

Office:  (913)  236-5400 

MEL  HODELL,  Newspaper  Broker, 

PO  Box  2277,  Montclair  CA  91763 
(714)  626-6440 

Pacific  NW  Newspaper  Associates 

Rod  Whitesmith,  (206)  892-7196 

Box  4487,  Vancouver,  WA  98662 

PHILLIPS  MEDIA,  INC. 
Newspaper  Brokers— Consultants 

PO  Box  607,  Berryville,  AR  72616 
RUPERT  PHILLIPS  (501)  423-6688 

SOUTHEASTERN  MICHIGAN  weekly 

1  tabloid  in  high  growth  area — projected 

1  1.5  billion  worth  of  new  business 
j  growth  in  next  five  years.  AOjcdicated 

1  weekly  with  4  different  editioi  s.  117 
years  old,  $500,000  gross  sales,  23K 
circulation.  Principals  only.  $650,000. 

'  Box  9326,  Editor  &  Publisher. 

!  DAILY  ACQUISITIONS 

:  We  represent  key  individuals  and  chains 
^  seeking  to  acquire  dailies.  If  you're  con- 
:  sidering  a  sale  of  your  paper,  it  pays  to 
{contact  us,  first.  W.B.  Grimes  &  Co., 
14000  Albemarle  St,  NW,  Suite  501, 
Washington  D.C.  20016.  (202)  628- 
i  1133. 

i  “Serving  Newspaper  Publishers  Since 

1 1959” 
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Sales  -  Appraisals  -  Consultations 
ATN,  INC.  -  Bill  or  Ed  Berger 

1801  Exposition  -  Austin,  TX  78703 
(512)  476-3950 

SHOPPER  BROKER 

John  T.  Cribb  (406)  266-4223 
CRIBB  MEDIA  SERVICE 

Box  1220,  Townsend,  MT  59644 
Specializing  in  shopper  brokerage 
Serving  all  parts  of  the  country 

WAYNE  CHANCEY  CONSULTANTS 

PO  Box  86,  Headland  AL  36345 
(205)  693-2619 

EDITOR  & 

ANNOUNCEMENTS  I 

NEWSPAPERS  FOR  SALE  ! 

SOUTH'S  BEST  BUYS  i 

BRAND  NEW  LISTING!  3,000  paid  i 
circulation  in  rich  dairy  country. 
Revenues  increased  significantly  each 
of  past  four  years. 

--$180,000  Terms 

ANOTHER  NEW  LISTING!  Commercial 
printing  is  the  forte  of  this  newspaper 
shop.  Near  a  capital  city  in  spotless 
remodeled  building. 

-$495,000  Terms 

THIS  ONE  TOO!  Premier  deep  South 
weekly  at  important  transportation 
crossroads.  Uncontested  in  city  and 
county.  Valuable  real  estate  included. 
Excellent  staff  in  place. 

-$1,100,000  Terms 

TWINS  LISTED!  Most  attractive  shop¬ 
per  associated  newspaper,  presses  and 
equipment.  Also  near  capital  city  with 
great  potential.  Quick  close  wanted. 

-$500,000  Terms 

TRY  THIS  ONE!  Pleasant,  friendly  town 
inviting  feature  for  new  owner  of  this 
2,000  paid  circulation  weekly. 
Cooperative  seller  and  outstanding 
equipment. 

-$102,000  Terms 

ALSO,  two  Volunteer  State  weeklies  and 
other  properites  Southwide  listed, 
including  one  of  the  nation's  finest 
small  groups.  For  additional  details, 
call  Jim  Hall  today. 

Jim  Hall  Media  Services,  Inc. 

Post  Office  Box  1088 
Troy,  Alabama  36081 

_ (205)  566-7198 _ 

VERY  PROFITABLE  Texas  Panhandle 
weekly,  largest  in  county.  Includes  real 
estate.  $250K,  with  owner  financing. 
TIRED  of  cold  weather?  Profitable  Rio 
Grande  Valley  weeklies.  Asking  $240K, 
with  some  real  estate.  15  year  owner 
financing.  We  have  others,  free  list. 
ATN,  Inc.,  Bill  or  Ed  Berger,  1801 
Exposition  Blvd.,  Austin,  TX  78703, 
(512)  476-3950. _ 

ZONE  5  SHOPPER:  $900,000  gross 
top  shelf  shopper  with  $80,000  build-, 
ing  and  small  web  plant  interest,  cash 
flow  of  $100,000.  $675,000  total 
price,  $165,o0o  down,  good  terms. 
ZONE  5  SHOPPER;  $230,000  gross 
shopper  in  skiing,  vcation  area,  growth 
market.  $120,000  total  price, 
$30,000  down,  good  terms. 

CRIBB  MEDIA  SERVICE,  John  T.  Cribb, 
Box  1220,  Townsend,  MT  59644, 
406-266-4223. _ 

IDAHO  WEEKLY 

250,000  gross,  $50,000  cash  flow  to 
buyer.  Land  and  building  included. 
General  manager  will  stay.  Bob  Houk 
(602)  398-9112. _ 

NEWSPAPER  BROKERS 
KNOW  THAT 
E»P  CLASSIFIEDS 
GET  THEM 
THE  BUSINESS! 


INDUSTRY 
SERVICES  I 

CIRCULATION  SERVICES  \ 

DAILIES,  WEEKLIES,  NON-DAILIES,  j 
The  most  trusted  and  respected  circula-  | 
tion  professional  on  the  national  and 
international  level  (and  still  growing).  I 
KEVIN  S.  PAPPERT,  (313)  683-2963.  | 

LEVIS  SALES  SELLS!  The  finest  quality  | 
new  home  delivery  customers  via  tele-  ' 
phone  sales  and  boy  crews,  national 
references,  for  action  call;  (201) 
966-5250. _ 

PROFESSIONAL  SALES  TRAINING  and 
counseling  for  carriers.  Weekly  and  | 
daily  publications.  Zone  2.  PO  Box 
474,  Holbrook  NY  11741.  ! 

- I 

TELEMARKETING  SALES  &  CONSUL-  I 
TANTS  for  the  newspaper  ndustry.  | 
"Quantity  With  Quality."  Call  leleforce  i 
(516)  794-1500. _ j 

TEMPORARY  MANAGEMENT,  projects  i 
by  top  reputation  shirt-sleeves  director.  i 
Jim  (;rowl,  consultant  (503)472-8282.  : 

ENGINEERING  A  | 

INSTALLATIONS 

Dan-Bar  Industrial  Contractors 
We  move  and  install  new  and  used 
printing  press  equipment.  Electrical, 
Piping,  Rigging  Total  Turn  Key  Job. 
Contact  Mr.  Arnold  C.  Rose  (305) 
293-4985. _ 

FREELANCE  SERVICES 

MEDICARE/CAID,  st.  &  fed.  health  poli¬ 
cy.  Natl. columnist/consultant  accept¬ 
ing  new  clients.  Bruce  Gebhardt,  123 
W.  Mt.  Airy,  Philadelphia  PA  19119 
(215)247-(5384. 

_ CONSULTANTS _ 

S&M  CANADIAN  WEB  CONSULTANTS 
LTD.  Professionals  in  Web  pressroom 
equipment  and  personnel  evaluation. 
Maintenance  and  training  program, 
installations  and  repairs.  20  years 
experience.  Phone  (705)  673-6607. 

EDITORIAL  SERVICES 


TIME  TO  CLEAN 
UP  YOUR 

NEWSROOM’S  ACT 

A  nationally  published  writer 
who  was  an  editor  for  30  years 
and  now  teaches  writing  is  avail¬ 
able  to  critique  your  newsroom's 
output— stories,  headlines, 
outlines.  Quality  of  writing, 
soundness  of  reporting  will  be 
subject  to  detailed,  hard-nosed, 
surprisingly-inexpensive  review 
by  mail.  For  details  write;  Harry 
A.  Haines,  119  Cherry  Lane, 
Murfreesboro  TN  37130. 


EQUIPMENT  &  SUPPLIES  '  EQUIPMENT  A  SUPPLIES 
COMPUTER  SOFTWARE  _  MAILROOM 


NEWSPAPER  ACCOUNTING  SYSTEMS 
Sophisticated  and  powerful  financial 
accounting  systems  for  small-to- 
medium  sized  newspapers.  Includes 
advertising  accounts  receivable  with 
billing  and  history  reporting,  accounts 
payable  and  payroll,  each  fully  inter¬ 
faced  to  general  ledger.  Turnkey  system 
includes  newspaper  accounting  soft¬ 
ware,  NCR  Tower  computer,  2  termi¬ 
nals,  printer  and  on-site  operator 
training. 

DAILY  CIRCULATION  SYSTEM  PRICE 

I. 5000  $23,803 

II. 16,500  $28,953 

III. 27,500  $45,154 

IV. 50,000-(-  $65,758-1- 

Please  inquire  for  weeklies  and  shop¬ 
pers.  Call  Fred  McDaniel,  Tamarix 
Systems,  (505)  326-7143  or  write  to 
101  E.  30th  St.,  Farmington,  NM 
87401. 

PROBLEM  WITH  your  billing?  Our 
publisher  developed  packages  will  fit 
easily  into  your  office.  Single  or  multi¬ 
zone  versions  available  for  the  IBM  PC 
or  TANDY  microcomputers.  Our 
BASIC-400  starter  system  costs  under 
$6000.  This  includes  the  computer, 
printer  and  billing  software  for  up  to 
400  customers.  Call  or  write  to  Jim 
Sutton  or  Steve  Kuckuk,  Publisher 
Control  Systems,  223  W  5th,  Shawano 
Wl  54166;  (715)  526-6547. 


NEWSPAPERS  WANTED  ! 

EXPANDING  COMMUNITY  NEWSPAP-i  » ■  ■  ■«■  a m 
ER  GROUP  seeks  to  purchase  exclusive  F  D  U I PR/I K  N  | 
weeklies  with  5000  or  more  paid  circu-  j  ^ 

lation.  We  can  act  quickly  and  will  hold ,  o  IDDI  IBC 

your  replies  confidential.  Write  Box  r  klB9 

8826,  Editor  &  Publisher.  1 

PUBUCATIONS  AVAILABLE  CAMERA  A  DARKROOM 

y"ea;‘’:istor$3S‘S^g^^^^^^^  Lens'r^StS  ^irS  CK 

Co''®'*'bSx  3098f ''Knu' AZ  feicarz  13/372-0372  PO  B«  1067 
85046-0984^  R^ondo  Beach,  CA  90278. 


Redondo  Beach,  CA  90278. 


•24-P,  48-P  and  72-P  SHERIDAN/ 
HARRIS  STUFFERS  Guaranteed 
production;  refurbished  and  installed  in 
your  plant;  training  program  included. 
•FOR  SALE:  New  manufactured  fold 
first  delivery  beds  for  Harris/Sheridan 
stuffers. 

•WANTED  TO  BUY:  48-P  and  72-P  late 
model  stuffers. 

JIMMY  R.  FOX,  MAIL  ROOM  CONSUL¬ 
TANT;  (713)  468-5827. 

7  Cuttler  Hammer  Mark  V  Counter 
Stackers.  Running  every  day  on  a 
650,000  product.  Good  condition, 
super  price.  The  Detroit  News 
(313)826-7013  Jack  Delphy. 

AVAILABLE  NOW  FOR  ITC  CREDIT 
Muller  227  inserters,  231  stackers 
Muller  259/270  counter  stackers 
Kansa  320  inserters,  1981-82 
AMPAG  in-line  strapper,  $2,000 
IDAB  BOTTOM  WRAPS, 

ONE  Corporation/ Atlanta 
(404)  458-9351  Telex  700563 

CUTLER-HAMMER  conveyors  and 
spare  parts.  Also  Nolan  Channel  Flex 
conveyors  and  spare  parts. 

Rollertop  conveyors,  all  sizes 
Bottom  wrappers 

Sta-Hi  251  &  257  S  stackers  stackers 
Baldwin  Count-O-Veyors  106's 
Truck  Loaders 
Sheridan  48P 
45°  90°  Floor  Curves 
Fly  table  for  Muller  inserter 
Signal  MLN  II  Tying  Machines 
Muller  inserting  machine  mode  E227 
NORTHEAST  INDUSTRIES 
(213)  256-4791 

NORTHEAST  INDUSTRIES  manufac- 
tures  their  own  wire  conveyors.  Stan¬ 
dard  flex  and  extra  flex,  also  manufac¬ 
tures  wire  tyers.  (213)  256-4791. 

SHERIDAN  48P  8  into  1  remanufac¬ 
tured,  new  drive,  guaranteed.  Installed 
in  your  plant,  training  program 
included. 

Northeast  Industries 
(213)  256-4791. 

STEPPER  Model  74  QFL  >/<  folder/ 
labeler,  damaged.  Also  used  IBM 
system  34  CPU.  Call  David  Mathis  or 
Jeff  Scott  (502)443-1771. 


GOOD  RECONDITIONED  Cheshire  and 
Magnacraft  labeling  machines  with 
'  single  and  multiwide  label  heads  and 
quarter  folders.  Call  Scott  or  Ed  Hels- 
ley;  (800)  527-1668  or  (214) 

'  357-0196. _ 

NEW  FROM  GRAPHIC  MANAGEMENT 
SHERIDAN  11-48P  INSERTER  WITH 
11  HOPPERS 

High  Speed  Remanufactured  Sheridan 
72P,  48P,  and  24P  inserters  with  per¬ 
formance  improvements.  SPEEDS  TO 
40,000  PER  HOUR. 

I  GMA  will  provide  you  with  a  remanu¬ 
factured  Sheridan  Inserting  system 
or  WE  WILL  REMANUFACTURE  YOUR 
,  EXISTING  MACHINE. 

Remanufactured  Sheridan  MS  and  HH 
Hopoers  with  ELECTRIC  CLUTCH 
FEATURE  -  INCREASES  NET 
THRUPUT. 

NEW  folded  Edge  First  Delivery  System 
for  Sheridan  inserters. 

Muller  227  and  227E  inserters. 

Sta  Hi  251,  257  and  IDAB  440  counter 
stackers. 

Cutler  Hammer  conveyor,  bottom  wraps 
and  pacers. 

Signode  and  Power  Strap  tying 
:  machines. 

NEW  Hall  Monitor  Counter  Stackers  and 
,  complete  line  of  NEW  Hall  Mailroom 
I  Equipment. 

ALL  REMANUFACTURED  EQUIPMENT 
I  IS  FACTORY  GUARANTEED  WITH  ONE 
I  YEAR  WARRANTY. 

INSERTER  INSTALLATION  AND 
DISASSEMBLY  SERVICES  ALSO 
,  PROVIDED. 

'  WANTED  TO  BUY:  INSERTERS  AND 
i  MAILROOM  EQUIPMENT.  COMPLETE 
i  DISASSEMBLY  AND  REMOVAL  FROM 
i  YOUR  PLANT. 

1  Graphic  Management  Associates,  Inc. 
1 1  Main  Street 
Southboro,  MA  01722 
(617)  481-8562 

,  DIDDE  GLASER  KANSA  inserting 
1  machine,  3  into  1.  Excellent  condition 
$16,500. 

'  Bill  Schneider  414  784  0110 

!  PHOTOTYPESEUING 

'  (2)COMPUGRAPHIC  Advantage  II 
$10,500  each.  Also  1  input  terminal 
MDT  350  $1,500.  All  well  maintained 
and  in  excellent  condition.  Contact  Jim 
j  Mason  (305)  461-2050. _ 

I  AM,  CG,  VGC.  Buy.  Sell  Rent.  $150  per 
I  month  and  up.  30  day  warranty.  Weber 
j  (216)  729-2858. 

i  BUY/SELL/BROKER  reconditioned 
'  typesetting  equipment.  Large  supply  of 
!  CG  parts  available.  Call  GRAPH-X  INC. 

:  (215)  439-1942. 

'  CASH  FOR 

MARK  I,  IV,  V  PACESETTERS 
LINOTRON  202-CG8600 
(614)  846-7025 

'  CG  7200,  GC  with  30  strips,  etc.,  also: 
COMPUWRITER,  GC.  strips,  etc.  Both 
negotiable.  (919)  368-2222. 

COMPUGRAPHIC  UNIVERSAL 
I  Videosetter,  RLO,  Reade4r  and/or  Data- 
‘  port  Interface,  serial  #697.  Contract. 

I  Grids,  spare  parts.  $7,000.  2  CG 
'  MDR's.  Ken  at  (913)823-6363  exten- 
I  sion  314. 

CHEMCO  SPARTAN  III  Camera,  GAM  III 
Densitometer,  Niron  19"  lens, 
$18,000; 

ECRm5300L  AUTOREADER,  Used  only 
30  Hrs.,  $7500; 

!  ITEK  2024  MEGALITH  CAMERA/ 
PLATEMAKER,  $6500. 

BOB  WEBER.  (216)  831-0480. 
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EQUIPMENT  &  SUPPLIES 


PHOTOTYPESETTING 


EDITWRITER  7300  incl.  fonts,  gooo,  5 
yrs.,  $5,200,  Tom  Stein, 
(813)294-5511. 


FOR  SALE:  Log  E  Model  RAP  20 
processor.  Excellent  condition.  Spare 
parts.  $2,000.  Carl  Vinson  - 
(601)842-2611. 


MCS  8400/8600  systems.  Buy,  sell 
and  broker.  Inland,  (800)255-6/46. 


Trendsetters  fully  reconditioned,  2 
fonts  $7950. 

VideoSetter  2414,  2  grids,  $4950. 
VideoSetter  Universal,  8  grids,  $8950. 
Call  GRAPH-X  (215)  439-1942. 

Unisetters,  MDR,  4  MDTs  package  or 
individual.  Call  Graoh-X  (215) 
439-1942. 


USED  TYPESETTING  EQUIPMENT 

Cameras . Platemakers 

Nationwide  Brokers-10%  Sales 
Commission.  We  remove  the  risk  when 
buying  or  selling  between  individuals. 
Bob  Weber,  (216)  831-0480 


VIDEOSETTER  UNIVERSAL,  Rev.  Lead, 
Preview  Controller,  $9000; 
VIDEOSETTER  PREVIEW,  $1750; 

CG  UNIFIED  COMPOSER,  8  Rack  Op¬ 
tion,  X-Keyboard,  $1500. 

BOB  WEBER.  (216)  831-0480. 


DAVID  JOHN  COMPANY 
National  Equipment  Brokers 
"Buy  for  the  least" 

"Sell  for  the  most" 
(216)  562-5000 


EDIT  7500  HR  (Without  Floppy  Disk),  5 
yrs.,  $4500; 

COMP  IV  B  HR,  (Model  88),  $3250; 
CG  7200  I  HEADLINER,  14-72  PT., 
$1500. 

BOB  WEBER.  (216)  831-0480. 


NEWSPRINT 


30  LB  NEWSPRINT  ROLLS  all  sizes 
BEHRENS  Pulp  &  Paper  Corp 
3305  W  Warner,  Santa  Ana  CA  92704 
(714)  556-7130 


MISCELLANEOUS 

TH E  LAS  VEGAS  R EVI EW  JOU R N  AL  has 
almost  1,000  used  padlocks  available  at 
reasonable  rates. 

We  have  abus  disks,  abus  padlocks, 
American  305  types  plus  assorted  K- 
Jack,  master  and  small  Americans. 
Prices  from  $2.00  to  $4.00  each,  plus 
freight. 

Keyed-alike  series  of  varying  amounts 
available.  All  locks  are  in  perfect  working 
order. 

For  additional  information  contact  Ed 
Beck  at  1-702-383-0242. 


PRESSES 


EXCLUSIVE  OFFERING 
GOSS  METRO 
ADD-ON 
22  3/4”  Cutoff 

1  —  Unit 
1  —  Half  Deck 

Available  Immediately 


Inland  Newspaper  Machinery 
Corp. 

Lenexa,  KS 

(913)492-9050  Tlx  4-2362 


EQUIPMENT  &  SUPPLIES 


PRESSES 


GOSS  SSC  3  units  21-1/2"  cutoff  end 
folder  and  drive.  New  1983. 
IPEC  INCORPORATED 
97  Marquardt  Drive 
Wheeling  (Chicago)O,  IL  60090 
(312)  459-9700  Telex  206766 


Goss  suburban  6  units,  2  folders  1  w/ 
double  parallel.  All  units  running 
circumfrential. 

Harris  8  unit  V  15A  as  is  or  completely 
refurbished.  50  HP  drive  Harris  V125A 
add  on  units  completely  refurbished 
Harris  V-25  add  on  units  (two) 
completely  refurbished 
All  equipment  available  immediately  in 
our  warehouse,  deliverly,  installation 
and  financing  can  be  arranged. 

All  Equipment  Guaranteed 
MIRACLE  INDUSTRIES  INC. 
(203)264-1802  Telex  140186 


Double  3-2  Goss  Imperial  folder 
Double  out  delivery 
22  3/4  cutoff  with  balloon  former 
This  folder  has  been  magnafluxed  (no 
crscks) 

NORTHEAST  INDUSTRIES,  INC. 
(213)  256-4791 


FOUR  UNIT  Color  King,  folder 
2  unit  Color  King,  folder 
(2)four  unit  pacers,  folders 
2  unit  C  &  P  perfector,  18  x  24, 
sheeter  and  folder 
Todd  (201)652-7270. 


GOSS,  4  UNIT  Community  oil.  6  web 
folder,  25  h.p.  drive,  rebuilt.  Available 
immediately.  $195,000. 

Goss  8  unit  S/C.  Two  folders,  rebuilt. 
Available  March.  $430,000. 

Goss  1100  series  Suburban  floor  unit, 
rebuilt.  Available  immediately. 
$33,500. 

Community  add  on  units  REBUILT- 
immediate  delivery.  $42,500  FOB. 
Dauphin  Graphic  Machines 
Box  573 

Elizabethville  PA  17023 
(717)362-3266 


GOSS 

Goss  Urbanite  7  Units,  1972,  3  Cary's 

Goss  Urbanite  4  Units 

Goss  Urbanite  3  color  units 

Goss  Urbanite  folders,  roll  stands, 

drives  and  accessories 

Goss  Community  units,  folders  and 

acces. 

Goss  SSC  Commuity  4  high  plus  3 
mono  21  Vi  cutoff 

Goss  Urbanite  1200  Series  Half  folder 

Harris  1650  Add-on  unit 

Harris  1650  5  unit  press 

Harris  845  six  3  color  units,  2  mono 

units,  folder  1982 

Harris  V-25  8  units  1982 

Harris  A-15C  6  units  1979 

Harris  folders,  roll  stands,  upper 

balloon  formers  &  drives 

Harris  V25  upper  balloon  former 

KING 

KJ-6  folders  1980 
4  unit  Newsking,  1  Press  Complete 
KJ6  folders 

MISCELLANEOUS 

3  Cary  Flying  Pasters  (running  on 
Urbanite) 

WANTED:  Newspaper  presses  and 
accessories 

IPEC  INCORPORATED 
97  Marquardt  Drive 
Wheeling  (Chicago),  IL  60090 
(312)  459-9700  Telex  206766 

8  UNIT  GEMINI  WEB  OFFSET  PRESS 

4  Stacked  Units,  Brush  Dampeners, 
21  Vi"  cut-off  X  36”,  Two  Collecting 
Jaw  Folders,  One  (Semini  V*  page 
folder.  Three  Automatic  Autopasters. 
Call  S.  Juhasz  (716)876-6410. 


CLASSIFIED  ADVERTISING 
Order  Blank 


Neune 

(Vvnpany 

Artrtrns.A 

nify 

State 

7ip 

Phnna 

Cla.a.<iifiration 

Authorized  Signature 

Copy 

CLASSIFIED  ADVERTISING  RATES 


Effective  January  1,  1986 


LINE  ADS 

1  week  —  $5.25  per  line 

2  weeks  —  $4.70  per  line,  per  Issue. 

3  weeks  —  $3.95  per  line,  per  Issue. 

4  weeks  —  $3.15  per  line,  per  Issue. 

Add  $5.50  per  Insertion  (or  box  sen/lce. 
Count  as  an  additional  line  in  copy. 


POSITIONS  WANTED 

1  week  —  $3.50  per  line 

2  weeks  —  $2.90  per  line,  per  Issue. 

3  weeks  —  $2.50  per  line,  per  issue. 

4  weeks  —  $2.30  per  line,  per  Issue. 

Add  $3.50  per  Insertion  for  box  service. 
Count  as  an  additional  line  in  copy. 


Count  approximately  37  characters  and/or  spaces  per  line. 
3  lines  minimum. 

NO  ABBREVIATIONS. 


DEADLINE:  Every  Tuesday,  2  pm  (ET) 

For  Saturday's  Isssue. 

Payment  must  accompany  all  Positions  Wanted  ads. 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface  type,  cuts  or  other  decorations,  changes  your 
classified  ad  to  display.  The  rates  for  display-classified  are:  1  time-$75  per 
column  inch;  2  or  more  times-$70  per  column  inch,  per  insertion. 

DEADLINE:  8  days  prior  to  publication  date. 

Contract  rates  available  upon  request. 

Box  number  responses  are  mailed  each  day  as  they  are  received. 

Editor  ft  Publisher 

1t  West  19th  Street,  NY,  NY  10011.  (212)  675-4380. 
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EQUIPMENT  &  SUPPLIES 
PRESSES 


EQUIPMENT  &  SUPPLIES 
PRESSES 


EQUIPMENT  &  SUPPLIES 
PRESSES 


HELP  WANTED 
ACADEMIC 


AVAILABLE  NOW  FOR  ITC  CREDIT 
GOSS  SSC,  5  units  1978-9 
Daily  King  II,  6  units  1977-9 
Harris  V  ISA,  2  units  1976 
Goss  COMMUNITY  ADD-ON  units 
1971 

Harris  1650,  4  units,  1974 
Goss  URBANITE  3  color  unit 
Harris  845,  10  units,  1979-80 
News  King,  3  units,  KJ8,  1982 
ONE  Corporation/Atlanta 
(404)  458-9351  Telex  700563 

HARRIS 

-N-1650,  6  units,  1982,  22  3/4”. 
-V-22,  4  units,  1970. 

-V-15D,  8  units,  1980. 

-V-15A,  4  units. 

-V-15  "Vanguard",  5  units. 

GOSS 

-"Metroliner”,  6  units,  3  half  decks, 
22”,  2:1  folders,  1981. 

-Urbanite,  6  units,  2  folders,  Cary 
pasters,  900  series. 

-SSC  Community,  8  units,  1982. 

KING 

-Colorking,  5  units,  KJ8. 

-Colorking,  2  units,  KJ4. 

BELL-CAMP  INCORPORATED 
(201)  796-8442  Telex  130326 

HOE  COLORMATIC-22  3/4”  cutoff 
8  units  1  double  3:2  folder 
5  color  cylinders 
1  color  half  deck 
8  fully  automatic  reels 
GE  motors  and  drive  -  3  years  old 
Northeast  Industries 

(213)  256-4791 


TWO  GOSS  MARK  V  8-UNIT  PRESSES 
Each  consisting  of: 

8  -  Standard  printing  units 
1  -  Half  deck 
8  -  Color  cylinders 

1  -  Double  3:2  Imperial  folder 
with  upper  formers 

2  -  4-Bar  angle  bar  sections 

8  -  Full  digital  Goss  reels  (40”) 
Tension  lockup  -  with  K&F  Dilitho 
saddles 

Electric  compensators,  skip  slitter 
GOSS  MARK  V  ADD-ON 
Excellent  Condition 

9  -  Standard  units 

4  -  Half  decks 

1  -  Color  cylinder 

HOE  COLORMATIC  -  22  3/4” 
cutoff 
8  -  units 

1  -  double  3:2  folder 
6  -  color  cylinders 

2  -  color  halfdecks 

8  -  fully  automatic  reels 
MISC.  EQUIPMENT 

Goss  color  halfdecks  -  A80 

5  doss  digital  reels 

4  Goss  Mark  II  color  cylinders 
1  Goss  double  3:2  folder  (23 
9/16”cutoff) 

1  Gosss  uniflow  (2:1)  double 
folder;  1  Goss  digital  3-arm 
reel,  tension  and  paster 
INLAND  NEWSPAPER  MACHINERY 
CORPORATION 

(913)  492-9050  Tlx  4-2362 


NEED  MORE  COLOR? 

•OFFSET 

•FLEXO 

•LETTERPRESS 
LET  US  ADD  NEW  OR  USED 
•HUMPS 
•DECKS 
•UNITS 

WE  ALSO  HAVE... 

•USED  PRESS  EQUIPMENT 
•NEW  PRESS  DRIVE  SYSTEMS 
•RTP  UPGRADES 
•PUMP  &  RAIL  INK  SYSTEMS 
PUBLISHERS  EQUIPMENT  CORP. 
3230  Commander  Drive 
Carrollton,  Texas  75006 
(214)  931-2312 


NEWSPAPER  PRESSES 
Rebuilt  and  guaranteed 

GOSS  COMMUNITY 
7-units  SC  press  1976-79 

1-3/C  space  UOP  units  1979 
6-units  1976 

1-SC  1/2-1/4  folder  50  horsepower 
1979 

1- SC  combination  1/2-1/4-D/P  40 
horse¬ 
power  1976 

2- units  press  1969  oil  bath  20  horse- 
powerdrive 

3- Community  add-on  units  1971-68 
1-Goss  Community  1/2-1/4  folder  25 
horsepowerdrive 

NEWSKING 

4- units  1969-73  side  and  circumferen¬ 
tial  register,  KJ6  folder. 

MISCELLANEOUS 

1- V15A  balloon  former  1979 

2- 8utler  splicers  1978 

WANTED  TO  BUY 

Goss-Harris-King  presses  and 
accessories 

(Call  us  before  you  trade!) 

Call  us  for  installation  prices 

OFFSET  WEB  SALES,  INC. 

73  N  SUNSET  DRIVE 
CAMANO  ISLAND,  WA  98292 
(206)  387-0097 


PRESS  EQUIPMENT 
5  Unit  Color  King  with  KJ6 
folder.  Complete  press  or  add¬ 
on  units. 

5  Unit  Daily  King  II  with  KJ8 
folder  mfg.  1983,  like  new, 
available  now,  see  to  appreciate. 

4  Unit  grease  lubricated  Goss 
Community. 

4  Unit  Goss  Community,  Comm¬ 
unity  folder,  oil  bath 
3  Unit  Goss  Community,  Commun¬ 
ity  C-931  folder 

3  Unit  Urbanite  U-705,  2  mono 
printing  units,  one  tri-color 
and  1/2  page  Urbanite  folder. 

2  V-15A  add-on  units,  mfg. 

1968. 

6  Unit  V-15A  with  JF7  folder,  upper 
former  and  30  HP  drive. 

7  Unit/2  folder  V-15A  -  4  units 
1975;  2  units  1977;  1  unit 
1979.  Available  -  June  1986 

4  Unit  Solna  RP36  Commercial 
web  press  with  combination 
folder,  can  be  used  for  news¬ 
paper  and/or  commercial  appli¬ 
cations. 

8  Goss  fully  digital  RTP’s  for 
Urbanite  press. 

3  Add-on  Goss  Community  units  -  mfg. 
1972. 

INLAND  NEWSPAPER  MACHINERY 
CORPORATION 

(913)  492-9050 _ Tlx  4-2362 

WE  HAVE  IN  STORAGE;  Spare  parts  for 
Hoe,  Scott,  Goss  and  Wood  presses, 
offset  or  letterpress. 

Complete  7  unit  Goss  Mark  11  press, 

7  42  inch  R.T.P.,  4  half  decks 

Double  3-2  Goss  Imperial  folder 

balloon  formers  C.O.  22  3/4”. 

Complete  6  units  Goss  Mark  I  press 

Goss  Mark  I  add  on  units 

Goss  reels  and  pasters 

Goss  Mark  I  halfdecks 

1  double  Goss  2:1  folder-22  3/4  cutoff 

Goss  Skip  Slitter 

Portable  ink  fountains 

Goss  single  width  ballons 

Hoe  Skip  Slitters 

Napp  manual  platemaking  systems 
Beach  platemaking  systems 
Capitol  roll-handling  equipment,  new  & 
us^ 

Goss  Urbanite  quarter  folder 
Hoe  balloons 
Paper  roll  dollies 

We  have  or  can  get  what  you  need 
for  your  pressroom  or  mailroom 
We  do  machinery  moving  and  erecting 
We  buy  printing  equipment 
NORTHEAST  INDUSTRIES,  INC. 
(213)  256-4791 


EDITOR  &  PUBLISHER  for  January  25,  1986 


IMMEDIATE  DELIVERY 
Goss  SSC.  5  units  with  circ  register, 
folder,  60  HP.  1979.  Very  good 
mechanics  and  appearance. 

ONE  (^rporation 

(404)458-9351  Telex700563 


WANTED  TO  BUY 

Custom  Built  deliver  table  for  Goss  S-C 
folder;  also  cross-perf  and  parallel  fold 
cylinder.  Call  Vince  at  805-656-6565. 

HARRIS  JF4  or  JFIO  Folder.  Immediate 
Need.  Contact: 

John  Quirk 

MPG  Communications 
PO  Box  959 
Plymouth,  MA  02360 
_ (617)  746-5555 _ 

WANT  TO  BUY:  A  good  custom  built 
3-knife  trimmer.  Contact  K.  Lesnar, 
(605)339-3633. 

- 1  I 

WANTED  TO  BUY  | 


Sheridan  48P  or  72P  inserter  for  | 
daily  newspaper  operation.  Must  j 
be  in  good  operating  condition. 
Reply  Box  9627,  Editor  & 
Publisher. 

I  HELP 

i  WANTED  .  .  . 

i 

!  _ ACADEMIC _ 

I  DEPARTMENT  OF  COMMUNICATIONS 

I 

j  HEAD 

TE)(AS  A&M  UNIVERSITY 

The  Department  of  Communications, 
College  of  Liberal  Arts,  invites  applica¬ 
tions  and  nominations  for  the  position 
of  Head  of  a  department  that  has  grown 
from  380  to  about  500  students  in  the 
last  four  years.  The  Department  offers 
BA  and  BS  degrees  in  journalism  in  the 
College  of  Liberal  Arts  and  a  BS  degree 
in  agricultural  journalism  in  the  College 
of  Agriculture.  A  graduate  program  is 
under  consideration. 

Qualifications:  This  position  requires 
proven  leadership  ability,  professional 
journalism  experience,  scholarly 
competence  and  administrative  ability. 

A  doctoral  degree  is  preferred;  eligibility 
for  full  professorship  is  desired,  [tynam- 
ic  leadership  is  needed  to  help  this  well- 
positioned  department  achieve  national 
recognition  in  journalism  education. 

Responsibilities:  The  Head  provides 
administrative  leadership  for  14  faculty 
member,  11  full-time  staff  and  about 
200  part-time  student  workers  in  the 
academic  and  student  publications 
divisions. 

Salary  is  commensurate  with  experi¬ 
ence  and  qualifications.  To  ensure  full 
consideration  applications  should  be 
received  by  Febuary  1,  1986;  however 
applications  will  be  accepted  until  the 
position  is  filled. 

Send  nomination  or  application  with 
vita  listing  three  references  and  any 
other  supporting  materials  tO: 

Chair,  Search  Committee 
Department  of  Communications 
Texas  A&M  University 
College  Station,  TX  77843 

Telephone  (409)845-4030 


,  JOURNALISM:  tenure-track  pqsition  to 
I  teach  basic  mass  communication,  print 
I  journalism;  supenrise  yearbook;  advise 
j  students;  and  supervise  internships. 

I  Master’s  degree  required,  Ph.D. 

I  desired.  Teaching  and/or  professional 
I  media  experience  highly  desirable. 

!  Position  available:  August  25,  1986. 

I  Application  deadline:  until  filled.  Send 
letter  of  application,  vita,  and  names, 
addresses  and  phone  numbers  of  three 
references  to:  Director  of  Personnel, 
Northwest  Missouri  State  University, 
Maryville  MO  64468.  Affirmative 
Action.  Eoual  OoDOrtunitv  Employer. 


E&P  CLASSIFIEDS 
COMMUNICATE  WITH 
THE  COMMUNICATORS! 

E&P 

CLASSIFIEDS 
212-675-4380 

FACULTY  POSITION  to  teach  courses  in 
advertising  and  develop  newly  formed 
advertising  sequence.  College  of 
Communications  is  an  accreditied  unit 
with  programs  in  advetising,  news 
.  editorial,  public  relations,  photojournal- 
I  ism,  community  journalism  and  radio/ 
,  television.  Ph.D.  preferred.  Master's 
I  required  with  professional  experience, 
j  Application  deadline:  March  14, 1986. 
i  Equal  Opportunity/Affirmative  Action 
Employer  M/F.  Send  resume  and  list  of 
references  to  Joel  Gambill,  Department 
of  Journalism  and  Printing,  Arkansas 
State  University,  State  University  AR 
72467. 


GRADUATE  FELLOWSHIPS  available 
I  for  study  on  MA  or  Ph.D  in  journalism 
I  with  health  and  nutrition  emphasis. 
$5,000  per  year  to  begin  fall  1986. 
Send  resume  and  brier  summary  of 
career  goals  by  Febuary  15th  to 
Missouri  Health  and  Nutrition  Journal¬ 
ism  Program,  PO  Box  838,  School  of 
Journalism,  University  of  Missouri, 
Columbia  MO  65205.  (314) 
:  882-2880. 


JOURNALISM.  TENURE  TRACK  POSI¬ 
TION.  Ph.D  preferred,  journalism 
experience,  potential  as  successful 
teacher  and  researcher  for  departrnent 
of  550  undergraduate  majors;  graduate 
program  to  start  fall  1986.  Rank  and 
salary  dependent  upon  qualifications. 
Deadline  for  application,  February  21, 
1986.  Send  letter  of  application  and 
,  curriculum  vita  to:  Dr.  Larry  Lorenz, 

I  Chairmen,  Department  of  Communica- 
Itions,  Loyola  University,  New  Orleans, 

I  LA  701 18.  Loyola  University  is  an  affir- 
jmative  action/equal  opportunity 

I  employer. _ 

I  SOUTH  DAKOTA  STATE  UNIVERSITY 
is  seeking  an  assistant  or  associate 
professor  who  will  serve  as  director  of 
!  the  South  Dakota  High  School  Press 
>  Association  and  will  teach  in  an 
I  academic  area.  The  High  School  Press 
I  program  includes  convention,  summer 
j  workshops,  newsletter  and  contests. 

I  Teaching  may  be  in  public  relations, 

I  news  editorial  or  advertising.  Tenure 
track.  Salary  and  rank  negotiable.  Begin 
!  August  1986.  PhD  preferred.  Masters 
I  required.  Scholastic  journalism  and 
:  professional  journalism  experience 
Idesireable.  Accreditied  department. 

I  Send  resume  and  names  of  three  refer- 
j  ences  to  Richard  Lee,  Head,  Depart¬ 
ment  of  Journalism,  SDSU,  Brookings, 

I  SD  57007-0596.  Deadline  Feb.  10, 

I  1986,  or  until  filled.  An  equal 
i  opportunity/affirmative  action 
I  employer. 
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HELP  WANTED 
ACADEMIC 


HELP  WANTED 
ACADEMIC 


HELP  WANTED 
ADMINISTRATIVE 


HELP  WANTED 
ADVERTISING 


JOURNALISTS-IN-RESIDENCE  i 
Applications  invited:  Colorado  State  ! 
University/Gannett  Foundation  | 
Journalists-in-Residence.  Each  vistor  | 
spends  three  weeks  on  campus  to  teach 
and  counsel  students  and  profession-  { 
als.  Spring  and  Fall  1986  terms.  | 
Stipend  $1500,  transportation  paid,  | 
apartment  povided.  1986  visitors  will 
be  chosen  from:  I 

Health/medical/science  writer  j 

Graphic  designer  i 

Copy  editor  j 

Ombudsman  1 

Businss  writer 

Must  be  current  full-time  newspaper 
employee.  Professional  experience 
essential.  Teaching  experience  not 
required.  Resumes,  clips  and  refer¬ 
ences  by  February  28,  to:  Professor 
Garrett  Ray,  Department  of  Technical 
Journalism,  CSU,  Fort  Collins,  CO 
80523.  Phone  (303)  491-5132. 


PHOTOJOURNALISM 
and  GRAPHICS 

Photojournalism  and  Graphics  assistant 
professor  to  start  Sept.  1, 1986,  at  Ball 
State  University,  Muncie  IN.  Teach  12 
hours  per  quarter,  carry  on  reserch,  and 
perform  professional  service.  Salary  de¬ 
pendent  on  qualifications.  Master's  de¬ 
gree  and  10  years  outstanding  media 
experience  or  related  work  needed  for 
doctoral  equivalency  or  doctor's  degree 
and  professional  experience.  Send  vita, 
names  of  three  references,  and  official 
transcripts  to  Earl  L.  Conn,  Chairman, 
Department  of  Journalism,  Ball  State 
applications  will  begin  Febuary  28, 
1986  and  continue  until  position  is 
filled. 

Applications  from  minoritiesand  women 
are  encouraged. 

Ball  State  University  Practices  Equal 
Opportunity  in  Education  and  Employ¬ 
ment. 


QUALITY  PROGRAM  seeks  tenure-track 
undergraduate  assistant  professor  tc 
tech  basic  and  advanced  public- 
relations  and  introduction  to  mass  com¬ 
munications  and  ideally  journalistic 
skills,  reporting,  ethics,  history  or  law. 
Start  September  11,  1986.  Must  have 
Ph.  D  or  ABD  in  mass  communications  or 
related  field.  Nine-month  salary  mini¬ 
mum:  $19,348.  Send  letter,  resume, 
undergraduate  and  graduate  records  to 
Robert  Shipman,  Director,  Mass  Com¬ 
munications  Institute,  Mankato  State 
University,  Mankato,  MN  56001  by 
March  3,  1986.  References  (3)  should 
be  sent  by  their  writers  to  Shipman. 
Mankato  State  University  is  an  equal 
opportunity  employer. 


THE  DEPARTMENT  OF  JOURNALISM 
of  the  University  of  Wisconsin-Oshkosh 
seeks  to  fill  a  vacancy  at  the  assistant/ 
associate  professor  level  in  its  news- 
editorial  sequence  for  Fall  Semester, 
1986.  The  position  is  tenure-track; 
salaiy  is  competitive.  Course  responsi¬ 
bilities  include  news  writing,  editing, 
reporting,  and  feature  writing;  there  is  a 
possibility  of  course  development  to 
take  advantage  of  applicant's  interests 
and  experience.  A  doctorate  is 
preferred,  but  a  master's  with  signific¬ 
ant  professional  experience  is 
necessary. 

The  university  has  a  special  fund  for 
supporting  faculty  research  and  profes¬ 
sional  growth  and  development.  Facutly 
are  supported  in  seeking  extramural 
funding  where  appropriate. 

Please  send  a  letter  of  application,  vita, 
and  names  of  three  references  to  Gary 
Coll,  Department  of  Journalism,  UW- 
Oshkosh,  Oshkosh,  Wl  54901.  screen¬ 
ing  of  candidates  will  begin  Febuary  15. 

The  University  of  Wisconsin  Oshkosh  is 
an  Affirmative  Action/Equal  Opportuni¬ 
ty  employer. 
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JOURNALISM— Tenure-track,  assistant  ; 
professor,  beginning  fall  1986.  PhD  or  | 
MA  with  experience.  To  teach  undergra¬ 
duate  courses,  assist  in  communication  I 
concentation,  direct  internships,  i 
Women  and  minorities  encouraged  to  ] 
apply.  Mercer  is  an  Equal  Opportunity  ! 
Employer.  Send  dossiers  by  March  1  to  | 
Kenneth  Hammond,  Chairman,  English  i 
Department,  Mercer  University,  Macon  ! 
GA  31207.  I 


POSITION  ANNOUNCEMENT 
Kent  State  University  is  seeking  appli¬ 
cations  tor  two  tenure-track  news- 
editorial  positions  with  a  rank  of  assis¬ 
tant  or  associate  professor.  Candidates 
for  the  first  position  should  have  the 
ability  to  teach  public  affairs  reporting 
and  other  advanced  writing  and  report¬ 
ing  classes,  and  should  have  interest  in 
serving  as  editorial  adviser  for  the  Daily 
Kent  Stater.  Master's  degree  and  five 
I  years  experience  expected;  bachelor's 
:  degree  and  outstanding  professional 
I  experience  will  be  considered.  Candi- 
i  dates  for  the  second  position  should  be  i 
able  to  teach  undergraduate  and  gradu-  I 
ate  skills  courses  and  to  direct  master's  ! 
research.  Must  also  have  background  to  > 
teach  in  one  or  more  of  the  following 
areas:  mass  media  law,  ethics,  history, 
theory  or  research  methods.  Ph.D.  and  j 
;  a  minimum  of  three  years  professional  j 
I  print  news  experience  required.  A.B.D.  j 
I  acceptable  with  assurances  that  docto-  i 
rate  will  be  completed.  Salaries  negoti-  | 
able.  Appointments  effective  Fall 
1986.  Send  letter  of  application,  vita,  1 
transcript  and  three  letters  of  recom¬ 
mendation  to  Dr.  Joseph  Harper,  Direc¬ 
tor,  School  of  Journalism,  Kent  State 
University,  Kent,  Ohio,  44242.  Dead¬ 
line:  Feb.  28, 1986.  Kent  State  Univer¬ 
sity  is  an  affirmative  action/equal 
opportunity  employer  and  specifically 
invites  and  encourages  applications 
from  women  and  minorities. 


ROOSEVELT  UNIVERSITY  seeks  visit¬ 
ing  assistant  or  associate  professor  for 
development  of  electronic  newsroom  I 
and  new  and  revised  curriculum  under  j 
federal  grant.  Master's  or  Ph.D  with 
minimum  two  years  experience 
required.  Initial  one-year  appointment; 
renewal  possible.  To  $30,000  for 
12-month  contract.  No  teaching  duties 
for  at  least  one  semester.  Application  | 
deadline  March  15.  Affirmative  action,  { 
equal  opportunity  employer.  Applica¬ 
tions  to:  (iharles-(jene  McDaniel,  Chair¬ 
man,  Department  of  Journalism, 
Roosevelt  University,  430  S.  Michigan 
Ave.,  Chicago  II  60605. 

ANGELO  STATE  UNIVERSITY  seeks  a 
head  for  its  Department  of  Journalism 
at  the  rank  of  Assistant  or  Associate 
Professor.  Will  teach  nine  semester 
hours  of  undergraduate  news-editorial 
courses  and  supporting  journalism 
courses,  advise  one  or  more  campus 
publications,  and  administer  the 
I  department  with  strong  emphasis  on 
I  planning  to  meet  the  needs  for  trained 
I  journalists,  primarily  in  the  West  Texas  | 
:  region.  Must  maintain  and  promote  I 
good  professional  relationships,  and 
coordinate  the  departmental  activities 
with  the  regional  news  media  and  with 
;  other  off-campus  groups.  Ph.D.  or 
;  M.A.  degree  supported  by  sufficient 
professional  news  experience  required.  I 
Must  have  a  minimum  of  three  years  in  I 
news  operations  of  commercial  news 
,  media  and  a  minimun  of  three  years  of  I 
i  university  teaching  or  administrative  j 
I  experience.  Salary  competitive,  plus 
I  attractive  University  fringe  benefits. 

I  San  Angelo  is  in  the  Texas  Sun  Belt. 

I  Application  deadline:  open,  but  may  be 
I  closed  any  time  after  March  1,  1986. 

I  Address  inquires  to:  Dean  Fred  Mahler, 
College  of  Professional  Studies,  Angelo 
I  State  University,  San  Angelo  TX 
I  76909.  An  affirmative  action,  equal 
I  opportunity  employer. 


CONTROLLER/CFO  for  small  growth- 
oriented  Zone  3  newspaper  group.  CPA 
preferred.  Five-10  years  experience  in 
management  including  computer  appli¬ 
cations,  cash  management  and  finan¬ 
cial  reporting.  Strong  people  skills. 
Excellent  fringe  benefits  and  compen¬ 
sation  package.  Send  details  of  profes¬ 
sional  achievements  full  resume,  refer¬ 
ences,  salary  requirements  to  Box 
9585,  Editor  &  Publisher. 


NEWSPAPER  GROUP  seeks  corporate 
level  staff  member  to  train  sales  staffs 
of  its  newspapers.  Must  be  strong  in 
recruiting,  hiring,  training  salespeople 
and  in  retail  promotion  field.  Must 
conduct  in-plant  training  and  evalua¬ 
tion.  Write  Bob  Paulos,  Hagadone 
Newspapers,  PO  Box  1178,  Coeur 
d'Alene  ID  83814. 


PUBLISHER  for  successful  group- 
owned  Zone  3  weekly.  Five  years 
management  plus  significant  strength 
in  editorial  and/or  advertising.  Strong 
people  skills.  Excellent  opportunity  for 
right  person.  Send  list  of  personal 
achievements,  resume,  references  and 
salary  requirements  to  Box  9587, 
Editor  &  Publisher. 


ZONE  4  CHAIN  seeking  general  mana- 
ers  for  two  of  its  larger  weeklies, 
trengths  should  be  in  advertising  sales 
and  community  relations.  Some  experi¬ 
ence  in  commercial  printing  helpful. 
These  operations  call  for  the  general 
manager  to  be  the  top  advertising 
producer.  Quality  family-living  areas. 
Box  9576,  Editor  &  Publisher. 

E&P  Classified 
Advertising 

212-675-4380 


ADVERTISING  SALES  MANAGER  ROP 
display/insert  sales.  We're  the  leader  in 
a  highly  competitive  East  Coast/ 
suburban  market.  Looking  for  a  dynam¬ 
ic  leader  to  motivate  and  manage  our 
30  person  staff.  Enthusiasm,  fresh 
ideas  and  loyality  are  the  key  ingre¬ 
dients.  Write  Box  9618,  Editor  & 
Publisher. 


ADVERTISNG  DIRECTOR 
New  Position  with  a  metropolitan  St. 
Louis  weekly  group  with  800,000  -i- 
circulation. 

Experience  should  include  proven  sales 
to  major  accounts.  Organize  and  imple¬ 
ment  your  own  local  selling  programs 
through  large  display  staffs.  Immediate 
priority;  sales  training  and  refinement. 
Total  responsibility  and  accountability. 

Send  resume: 

Suburban  Newspapers,  Marketing 
Director,  1714  Deer  Tracks  Trail,  St. 
Louis  MO 
63131. 


MARKETING  AND  ADVERTISING 
MANAGER  needed  for  2  weekly  news¬ 
papers  and  3  shoppers  in  central  New 
York  area.  Must  be  able  to  manage  staff 
of  7  people,  duties  to  include  major 
account  selling  as  well  as  planning  and 
organizing  activities  of  sales  staff.  Write 
Box  9613,  Editor  &  Publisher. 


RETAIL  AD  MANAGER 
24,000  Ohio  daily  is  looking  for  an 
experienced  ad  manager.  Must  be 
skilled  in  staff  motivation  and  TMC 
promotion.  Excellent  opportunity  for  a 
manager  seeking  a  solid,  ladder¬ 
climbing  career.  The  market  is  ripe,  the 
town  is  nice  and  the  pay  is  good.  Send 
resume  and  references  to  Box  9645, 
Editor  &  Publisher. 

EDITOR  I 


AD  DIRECTOR  needed  for  mid-sized 
I  daily  in  fiercely  competitive  mid- 
'  america  market.  Candidate  must  be 
:  able  to  motivate  sales  staff  of  25  to 
I  reach  higher  and  higher  goals  for  this 
I  growth  oriented  newspaper.  Candidate 
must  have  proven  sales  management, 
'  TMC  and  major  account  experience. 

I  Salary  plus  incentive  bonus  and  excel- 
I  lent  benefits  make  this  an  outstanding 
i  opportunity  for  the  right  individual. 

;  Send  current  resume  and  salary  history 
!  to  Box  9611,  Editor  &  Publisher. 

j  CLASS  AD  DIRECTOR 
<  800,000  -I-  circulation  weekly  group, 
,  needs  seasoned  professional,  minimum 
5  years  experience,  to  implement,  and 
I  supervise  classified  ad  program 
'  throughout  metropolitan  St.  Louis. 

I  Responsibilities  include  SI  I  system 
implementation,  recruitment,  setting 
I  up  phone  room,  and  classified  display 
I  responsibilities.  Dynamic  opportunity! 

I  Send  resume: 

!  Suburban  Newspapers,  Marketing 
,  Director  7020  Chippewa,  St.  Louis  MO 
,  63119. 

I  CLASSIFIED  ADVERTISING 
!  MANAGER 

!  Medium-sized,  Zone  1  daily  seeks  an 
j  experienced  person  to  oversee  all  facets 
'  of  our  extremely  busy  classified  and 
I  classified  display  operation.  Competi¬ 
tive  market  with  growth  potential. 
Excellent  salary,  bonus  and  benefit 
package  await  the  right  candidate. 
Send  resume,  including  salary  history, 
to  Box  9623,  Editor  &  Publisher. 


I  CLASSIFIED  MANAGER.  The  Star- 
I  Ledger,  New  Jersey's  largest  newspap- 
I  er,  has  an  opening  for  a  classified 
:  manager.  The  person  we  seek  must 
I  have  a  newspaper  advertising  manage- 
;  ment  background.  Classified  experi¬ 
ence  a  must,  retail  experience  a  plus.  If 
you  are  people-oriented,  not  afraid  of 
1  hard  work,  and  thrive  on  a  challenge, 
send  your  resume  to  The  Star-Ledger, 

I  Star-Ledger  Plaza,  Newark  NJ  07101. 

'  Attn:  Warren  Colville,  Advertising 
1  Director. 


1  EAGLE  PRINTING  COMPANY, 
i  publisher  of  the  Marinette  Eagle-Star 
I  and  Menominee  Herald-Leader,  is  seek- 
j  ing  an  advertising  manager.  We  have 
,  two  dailies  totaling  15,000  circulation 
I  and  a  TMC  product.  This  is  an  excellent 
I  opportunity  for  an  aggressive 
promotion-minded  individual  with  lead¬ 
ership  ability  to  join  a  growing 
company.  Apply  by  letter  only  including 
resume  and  salary  expectations  in 
I  complete  confidence  to  Dennis  J. 
I  Colling,  General  Manager,  Eagle  Print- 
!  ing  Company,  1809  Dunlap  Ave., 

!  Marinette  Wl  54143. 


!  EXPERIENCED  SALESPERSON  who 
I  can  evidence  successful  sales  record  to 
I  handle  a  list  of  national  and  local  adver- 
j  tising  agencies  and  clients  for  the  top 
i  newspaper  in  one  of  the  Sun  Belt's 
!  choice  markets.  Salary  plus  commis- 
I  Sion.  Attractive  benefits  package, 
j  Newspaper  advertising  experience  a 
must.  Send  current  resume  to  Paul 
1  Connelly,  the  Charlotte  Observer,  PO 
;  Box  32188,  Charlotte  NC  28232.  EOE. 

I  EXPERIENCED  NEWSPAPER  sales 
j  manager  needed  to  fill  unique  career 
position  as  advisor  to  group  division 
!  advertising  managers.  Prefer  experi- 
I  ence  in  both  classified  and  retail  sales, 
i  Promotion  experience  an  added  advan- 
‘  tage.  Experience  in  small  and  medium 
I  markets  an  essential  requirement. 

1  Weekly  travel  from  Midwest  based- 
,  home  weekends.  Position  offers  future 
[growth  opportunity.  Send  complete 
resume  with  salary  histo^  in  complete 
I  confidence  to  Box  96(32,  Editor  & 

I  Publisher.  . 

«  PUBLISHER  for  January  25,  1 986 


HELP  WANTED 


HELP  WANTED 


ADVERTISING  ADVERTISING 


HELP  WANTED 


ASSISTANT  MANAGER 


HELP  WANTED 


_ Circulation  circulation 


ADVERTISING  DIRECTOR/PUBLISHER  |  WE  DON’T  IWANT  just  anybody  for  our ,  ASSISTANT  MANAGER  '  DISTRICT  SALES  MANAGER  -  30,000 

for  quarterly  environmental  magazine,  advertising  manager.  Our  5-day  daily  We  are  seeking  an  ambitious,  aggres-  pius  7-day  daily  newspaper.  Are  you  an 

circulation  450,000.  Experience  in  ad  (7000)  and  10,000  TMC  weekly  in  j  sive  individual  to  fill  the  position  of  |  experienced  circulation  person  who  is 

sales,  publication  managment  and  Zone  7  need  aggressive  self-starter  to  !  assistant  circulation  manager  at  our  interested  in  a  challenge?  We  need 

development.  Reply:  (IreenPeace,  handle  some  accounts,  inspire  a  staff  of  i  Zone  5,  26,000  daily,  30,000  Sunday  ;  managers  that  are  able  to  motivate  our 

closely  with  other  depart-  |  newspaper.  Must  be  strong  in  all  phaMS  ;  current  adult  carrier  staff  to  generate 

D.C.  20009.  Attention  Elyse  Chiland.  ments  in  planning  ROP  and  special  ;  circulatioii  management  including  sales,  provide  excellent  service,  and  to 
- - ,  editions.  We  need  a  creative,  outgoing  I  carrier  recruitment,  collections,  DM  i  maintain  weekly  collections.  If  your 


RETAIL  MANAGER 


person  who  wants  an  active  roTi 


carrier  recruitment,  collections,  DM  i  maintain  weekly  collections.  If  your 
training  and  sales.  Salary  and  cqmmis-  |  strengths  are  geared  to  the  above  then 


Pennsylvania  30,000  daily  and  Sunday  communityas  well  ad  business.  We  may  s'oi  with  first  year  potential  in  low  !  send  resume,  including  salary  history, 

seeks  retail  manager  to  supervise  10  launch  Sunday  edition  in  tall.  We’ll  %20's.  Send  resume  stating  salary  ■  to  Terry  Wagner,  Circulation  Director,  PO 

sales  reps.  Excellent  incentive  pay  to  consider  all  levels  of  experience,  but  we  history  and  job  acomplishments  to  Box  I  Box  2078.  Clearwater  FL  33517. 


aggressive,  streetwise  manager  who  can  don’t  want  a  beginner.  Salary  starts  at  1  9614,  Editor  &  Publisher,  1 - 

tram  and  motivate  plus  develop  sales  j  high  20s,  plus  tinefits.  If  you  can  give  - ripnii  atiom -  '  DELIVERY  MANAGER 

ideas,  material.  Resume  and  three  ;  orders  set  standards  of  excellence  and  i  Sunny  California  major  metro  has  open- 

references  to  Box  9569,  Editor  &  stick  to  them  send  vour  resume  clios  DIRECTOR  :  ing  for  Home  Delivery  Manager  to  over- 

Publisher.  !  and  letter  ofint^ScC  to  bS<  9620  I  department  of  50  pRi  District 

PFTAII  ^AiF<t  <tt.PFPUKr^p  - -  Editor  &  Publisher. _ .  ;  Managers  and  supervisors.Jf  you  ap^ 


CIRCU^TION  ;  Sunny  California  major  metro  has  open- 

DIRECTOR  I  ing  for  Home  Delivery  Manager  to  over- 

We  are  a  leading  Southeast  newspaper  see  department  of  50  PM  District 


RETAIL  SALES  SUPERVISOR  for  over  i  - 1 — : -  excess  of  100,000.  We  want  an  aggres-  '  ciate  leadership  through  motivation 

80,000  plus  Zone  4  daily  which  ]  aD  MANAGER:  Aggressive  self-starter  I  sive  marketing-oriented  manager  to  '  rather  than  intimidation  and  believe 
includes  a  TMC.  Position  reports  direct-  sought  for  retail  ad  manager  of  strong  I  help  us  continue  to  increase  our  share  your  management  role  is  to  make 


ly  to  retail  advertising  manager.  Must  ;  monthly  business  magazine  in  mid-west, 
demonstrate  ability  to  produce  ad  j  Growth  position  with  mulitple  publica- 
revenue  and  direct  and  train  retail  !  tion  group.  Prior  management  experi- 
outside  sales  staff.  Competitive  salary  i  encedesired.  SendresumetoBox9644, 
and  excellent  company  benefits.  Send  Editor  &  Publisher. 


resume,  salary  history  and  requirements 
to  Ron  Tennant,  Adv.  Director,  Augusta  i  CLASSIFIED  AD  MANAGER  CIRCULATION  SALES  REPS  wanted  for  FDITOBML 

Chronicle/Herald,  PO  Box  1928,  ,  Are  you  a  phone  room  supervisor  or  a  i  Eastern  seaboard  lucrative  territories.  — 

Augusta  GA  30913.  A  division  of  Morris  ,  classified  sales  person  looking  to  move  j  We  are  a  leader  in  our  industry  and  want  ARTS  EDITOR 

Communications  Corporation.  up  to  management?  Come  join  this  fast-  to  talk  to  you  if  you:  1)  enjoy  selling;  2)  Daily  and  Sunday  newspaper, 

-  growing  chain  located  in  one  of  New  Eng-  i  enjoy  people;  3)  enjoy  travel.  We  are  a  '  plus  circulation,  seeks  ex[ 

SALES  MANAGER  land’s  most  desirable  locations.  Send  re-  full-line  supplier.  Draw,  commissions,  entertainment  editor  for  culti 

Enthusiasm,  drive,  and  solid  sales  j  sume,  salary  history  and  references  to  expenses.  Join  us  and  you  will  have  a  East  Coast  city.  Supervise  sta 

management  skills  are  required  for  this  ,  oave  Ruscetta,  Citizen  Publications  I  job  which  allows  you  to  set  your  own  plus  stringers.  Send  detailed 

retail  sales  manager  position.  You  '  inc.,  PO  Box  589,  Milford,  CT  06460.  '  schedule  and  meet  the  goals  which  you  !  References,  clips  Box  9619, 

would  manage  a  staff  of  15  at  this  Mid-  i  _ i  set.  Box  9605,  Editor  &  Publisher.  Publisher. 


:  of  readers.  Must  have  professional  |  people  successful  and  if  you  have  more 
!  experience  and  a  four-year  degree,  potential  rather  than  experience  you 
Comprehensive  compensation  and  relo-  might  have  found  the  perfect  career 
.  cation  package.  Send  reesume  to  Box  opportunity.  Box  9632,  Editor  & 
I  9597,  Editor  &  Publisher.  Publisher 


CIRCULATION  SALES  REPS  wanted  for 
Eastern  seaboard  lucrative  territories. 


western  daily  and  be  responsible  for 


ADVERTISING  DIRECTOR 


schedule  and  meet  the  goals  which  you 
set.  Box  9605,  Editor  &  Publisher. 


_ editorial _ 

ARTS  EDITOR 

Daily  and  Sunday  newspaper,  100,000 
plus  circulation,  seeks  experienced 
entertainment  editor  for  culturally  rich 
East  Coast  city.  Supervise  staff  of  three 
plus  stringers.  Send  detailed  Resume, 
References,  clips  Box  9619,  Editor  & 
Publisher. 


i  CIRCULATION  DIRECTOR  j  ASSOCIATE  PUBLISHER-magazine- 
a^facmtv  fo?^deal  ne*  effect?Je!v  w^  ^  Progressive  middle  Tennessee  15,000  i  we  have  grown  dramatically  and  have 
Lverti^re  and°1he  cornmu^^^^^  ’  daily  and  17,000  Sunday  is  seeking  an  !  achieved  national  leadership  in  the 

exMrie^ce  as  an  ad  dTrTctoor^p/ail  i  circulation  director  with  health  care  markets  that  our  publica- 

manaeer  Please  subminXr^^^  strong  marketing  and  sales  background,  tions  serve.  Now  we  are  looking  for  a  day 
a'®®?®.  ?P‘  Position  includes  the  usual  sales.  sales/editorial  nrcn  to  head  uo  one  of 


daily  TMC  and  special  promotion  sales.  Advertising  Director  of  10,000  circula- I  CIRCULATION  DIRECTOR  sought  for;  ASSISTANT  CITY  EDITOR  for  small 

Best  of  all,  the  chance  for  advancement  tion  daily  in  beautiful  Grand  Haven  medium-sized  Zone  4  daily  in  growth  Knight-Ridder  daily  in  Florida.  Looking 

is  excellent  and  the  salary,  overrides  Michigan,  on  the  eastern  shore  of  Lake  ^rea.  Small  city,  suburban,  rural  deliv-  I  for  good  editing,  assigning  skills.  Tell  us 

and  benefits  meet  all  the  requirements  Michigan’ in  one  of  the  fastest-growing  ■  ®'Y-  Ennphasis  not  only  on  growth,  but  ^  your  philosophy  of  local  news.  Send 

of  a  performance  minded  professional,  and  most  desirable  areas  of  the  state  o*’  subscriber-carrier  relations.  Excel-  i  letter,  resume  and  work  samples  to 

Send  resume  to  Box  9612,  Editor  &  Must  demonstrate  oroven  record  of  •ef't  career  opportunity  in  showcase  I  Chris  Ledbetter.  Managing  Editor,  PO 

Publisher. _  administrX  abi^^  hands-on,  area.  Box  9575,  Editor  &  Publisher.  ;  Box  580,  Boca  Raton  fl  53432. 

SHOPPER  CAREERS  IdVltenuefnd^i?fotivU^P^^^^^^^^^  CIRCULATION  DIRECTOR  'ASSOCIATE  PUBLISHER-magazine- 

President,  Eastern  US.  lOOK  a  facmtv  fo?  deal  ne*  effecttvelv  ^  '  Progressive  middle  Tennessee  15,000  '  we  have  grown  dramatically  and  have 

Lvfr^i^re  and  the  cUS^^^  i  17,000  Sunday  is  seeking  an  '  achieved  national  leadership  in  the 

General  Manager,  Zone  2,  85K  I  J"®  i  experienced  circulation  director  with  health  care  markets  that  our  publica- 

I  Ser  Pteafe  submit  strong  marketing  and  sales  background,  tions  serve.  Now  we  are  looking  for  a  day 

General  Manager,  Zone  6,  80K  i  Sf®^'  ™®^®  ,  Position  includes  the  usual  sales,  sales/editorial  prep  to  head  up  one  of 

I  EanSrv  l^^to^^^^  ®®''''®®  collection  duties  with  our  divisions  and  assist  in  the  launch  of 

Director  of  Sales,  Zones  4-9,  60K  |  |e  (3R AND  HAVEN  TRIBUNE  '  special  emphasis  on  increase  market  a  new  related  publication.  We  are  lo- 

hinrth  TkirH  ctrAA*  u..,  k J I  sharc.  Must  have  mailroom  knowledge  cated 

Sales  Managers,  Zones  2-9,  40K  I  Fmiai  nnnnrtnndl  Vm  '  experience.  If  you’d  like  to  in  Waco,  Texas,  a  desirable  “quality  of 

I  ninupV'  upporiunny  tm-  join  in  an  aggressive  management  team  life"  community,  90  miles  from  Dallas 

Sales  Reps,  Zones  1-9,  Open  !  ^  ’  ' _ |  on  this  quality  daily,  then  write  us.  Tell  j  and  110  miles  from  Austin.  Contact 

‘  ADVERTISING  MANAGER  i  ed^icational  background,  ■  Rachael  Taylor,  assistant  to  the  Presi- 

Production  Positions,  Zones  1-9,  Open  |  Major  market  weekly  group  seeks  a  orob-  experience,  salary  history  and  dent,  (817)776-9000. 


nliratTnn  rnmnlete  rpciimp  listnfrpfpr  I  includes  the  USual  sales,  saies/eoiioriai  prep  10  neao  up  one  oi 

'  service  and  collection  duties  with  our  divisions  and  assist  in  the  launch  of 


tions  serve.  Now  we  are  looking  for  a  day 
sales/editorial  prep  to  head  up  one  of 


I  fe'^llRAND  HAVFN°^RIBllNF^im  spccial  emphasis  on  increase  market  a  new  related  publication.  We  are  lo- 
'  wAH.h  I  Share.  Must  have  mailroom  knowledge  cated 

I  North  Third  Street,  Grand  Haven,  Ml  |  experience.  If  you’d  like  to  in  Waco,  Texas,  a  desirable  “quality  of 


49417.  An  Equal  Opportunity  Em¬ 
ployer. 


join  in  an  aggressive  management  team  life"  community,  90  miles  from  Dallas 
on  this  quality  daily,  then  write  us.  Tell  i  and  110  miles  from  Austin.  Contact 


ADVERTISING  MANAGER  i  us  apout  your  eoucaiionai  oacKgrouno, 
I  Major  market  weekly  group  seeks  a  prob-  '  experience,  salary  history  and 
lem  solver  who  feels  responsible  for  his  I  expectations  Sell  yourself  to  us  Send 
I  team’s  success.  We  want  a  rnmnptitnr  resume  to  Pete  Bennett,  Publisher, 


us  about  your  educational  background,  Rachael  Taylor,  assistant  to  the  Presi- 
your  experience,  salary  history  and  '  dent,  (817)776-9000. 


I  team’s  success.  We  want  a  competitor 
Please  call  (818)  881-0271  or  send  who  creates  winning  attitudes  all  around 


resume  to:  I  him.  For  such  a  l^der,  we  have  com- 

MULTI-MEDIA  ENTERPRISES  |  pensation  in  the  mid  to  upper  30’s.  Re- 

5699  Kanan  Rwd  :  sume  to  Ron  Lindsay,  Townsend  Com- 

Agoura  Hills,  CA  91301  munications,  PO  Box  12338,  Kansas 

_  City,  MO  64116  or  call  (816)  454- 

SOUTH  EAST  FLORIDA  DAILY  needs  _ 

classified  phone  room  supervisor  with  ADVERTISING  DIRECTOR 

knowledge  of  newspapers  sales.  Must  Superb  lifestyle  and  market  position 
be  a  leader  with  ability  to  keep  phone  await  the  right  candidate  for  an  immedi- 
sales  personnel  trained  and  motivated,  ate  opening  at  the  Lewiston  MorningTri- 
Must  be  willing  to  persue  new  business  bune,  dominant  daily  in  its  northern  Ida- 


Daily  News  Journal,  PO  Box  68, 
Murfreesboro,  TN  37133-0068. 

CIRCULATION  MANAGER  WANTED 


ASSOCIATE  EDITOR 

Help  reinvent  agriculture  —  THE  NEW 
FARM,  magazine  of  regenerative  agri¬ 
culture,  has  an  immediate  opening  for 


Paid  circulation  weekly  newspaper  '  an  Associate  Editor.  Need  self-starter 
(under  10,000)  plus  large  group  of  '  familiar  with  production  agriculture, 
shoppers  (over  50,000)  need  a  top  Must  have  strong,  personal  interfest  in 
person  to  run  this  department.  Rapid  putting  people,  profit  and  biological 
growth  on  line  for  ’86.  Must  have  ;  permanence  back  into  farming.  Will 
management  experience  with  free  :  write  three  articles  per  issue,  shoot  own 
distribution  and  paid  papers  but  will  :  photos  and  edit  two  columns, 
consider  a  #2  person  who  wants  to  i  Newspaper/magazine  experience 
move  up.  $20,000  annually  and  up  '  preferred.  Initiative  and  innovativeness 


and  follow  through  on  all  special  sales  ho-eastern  Washin^on  region.  We  want  I  deperiding  upon  experience,  fringe  essential. 

projects.  Send  resume  and  salary  a  manager  who  can  innovate,  inspire,  :  benefits.  Zone  5.  Box  9624,  Editor  &  ;  Please  send  resume,  writing  samples, 

history  to  Box  9634,  Editor  &  I  lead  bv  examole  and  listen  to  the  cus-  I  Publisher.  ;  and  reasons  why  you  are  the  one  to  help 

Publisher. 


lead  by  example  and  listen  to  the  cus¬ 
tomer.  Outstanding  editorial  product  to 
sell,  room  for  growth  with  group.  Excel- 


Cl  RCU  LATION  MANAGER 


THE  HARTFORD  COURANT  is  looking  Q I  publications-we  are  one  of  the  fastest 

for  a  Regional  Sales  Manager  for  our  i  !  growing  health  care  publishers  in  the 

retail  advertising  department.  This  posi-  wav^Mild  cl  mate^^  ‘  l:’®'*®'^  States  Our  six  national  titles 

tion  requires  a  person  with  a  proven  !  ^Ii'^ ,  have  a  combined  circulation  of 

record  of  increasing  market  shares,  :  Sence  Sror  write  ^  400.000.  We  are  seeking  an  exper- 

achieving  goals,  and  developing  staff,  aer  BrucrSiift  e^n  POSW/i^  ienced  circulation  pro  to  head  up  part  of 

Qualified  applicants  should  also  be  j  Bnfis?  i  in  ®ff°'’*-  '^®  ®'®  '® 

doc  ™  00X357,  LewiStOO,  ID  83501.  ;  -r.,,.  .  rtpcirahip  "niialitv  of  life" 


record  of  increasing  market  shares, 
achieving  goals,  and  developing  staff. 
Qualified  applicants  should  also  be 
accomplished  in  the  sales  management 
of  all  product  lines,  including,  ROP, 
inserts,  and  direct  mail,  and  should 
have  the  ability  to  create  effective  sales 


j  and  reasons  why  you  are  the  one  to  help 
.  ^  _  ■  the  most  dynamic  farm  magazine  in  the 

X  I  country  reinvent  agriculture  to: 

of  the  fastest  Personnel  Department  AE-EP 
I'sh®''^  in. the  RODALE  PRESS,  INC. 

lational  titles  33  Minor  Street 

culation  of  ;  Emmmaus  PA  18049 

ng  an  exper-  1  EOE/M/F 


AWARD-WINNING  SUNDAY  MAGA- 


stategies  for  their  staff  of  8-10  account  i  The  Naples  Daily  News  needs  an  exper- 
executives.  We  offer  a  competitive  ienced  artist  who  can  handle  all  forms 
salary  plus  incentives,  along  with  an  |  of  graphics,  maps,  charts  and  other 
excellent  employer  paid  benefits  pack-  1  types  of  art  work.  This  is  a  full-time 
age.  Send  cover  letter,  salary  history  1  i^ition  with  good  pay,  benefits.  Send 
and  resume  in  comfidence  to:  Maureen  resume,  samples  of  work  to  George 


30/,  Lewiston,  lu  esooui.  j  jg^as,  a  desirable  "quality  of  life”  1  ZINE  is  seeking  a  talented  writer/editor. 

ABr  f*aABLiir‘€‘  i  Community,  90  miles  from  Dallas  and  >  Applicants  must  have  considerable 

_ARTIGR^fil^S^^^^_^_  j  110  miles  from  Austin.  Contact  experience  in  writing  features  of  all 

NEWSROOM  ARTIST  I  Rachael  Taylor.  Assistant  to  the  Presi-  types  (investigative,  profile,  consumer, 

ile^  Daily  News  needs  an  exoer-  dent,  (817)776-9000.  etc.)  and  lengths  (1,000-5,000 

'S  CIRCUU'TION  MANAGER  i 

"  S  w«k.  'This  is  a  fuil-tii»e  ?T.i?„“£S'’"n‘eTO“Se"  gSUS  '  » 


Gallagher,  The  Hartford  Courant,  285  Cecil,  Naples  Daily  News.  Po  Box  f^orgelg^tdftof market  Send  resume  and  clips  to  Box 
Qrnsia  cr  uar*rnrH  ry  riRi  1 R  FrtF  -innn  Ni _ V— Cl  oon/irv  I  to  Box  9543,  editor  &  ruDiisner.  9610.  Editor  &  Publisher. 


Broad  St.,  Hartford  CT  06115.  EOE.  |  7009,  Naples  Fl  33940, 

EDITOR  &  PUBLISHER  for  January  25.  1986 


HELP  WANTED 


HELP  WANTED 


ASSISTANT  MANAGING  EDITOR. 
Weekly  business  tabloid  seeks  special¬ 
ist  in  page  design  and  production.  Edit¬ 
ing  experience  also  necessary.  Resumes 
and  full  page  samples  of  layouts  to 
Brian  Tucker,  Editor,  Crain's  Cleveland 
Business,  140  Public  Sq.,  Cleveland  OH 
44114. 

AWARD-WINNING  DAILY  newspaper  in 
beautiful  Northwest  Michigan  seeks 
applications  for  soon-to-open  reporting 
and  copy  editing  jobs.  We  will  have  two 
openings  for  "early  career"  copy  editors  1 
this  spring.  We  also  want  to  hire  a  veter-  j 
an  reporter  in  early  May.  Our  communi¬ 
ty  has  been  identified  as  one  of  the  ' 
fastest  growing  regions  in  the  Mid-West,  j 
We  need  top-notch  journalism  to  help 
us  face  the  challenges  that  will  accom- ; 
pany  that  group.  We  are  a  member  of  j 
the  Ottaway  Newspaper  group,  and  we 
are  an  equal  opportunity  employer. 
Send  resume,  clips,  cover  letter  to  Jim 
Herman,  Editor,  Travers  City  Record- 
Eagle,  120  West  Front  St.,  Travers  City  ! 
Ml  49684. _ 

BUSINESS  REPORTER 
The  Hartford  Advocate,  one  in  a 
210,000  circulation  chain  of  alterna¬ 
tive  newsweeklies,  needs  a  sharp  repor- 1 
ter  with  a  healthy  interest  and  respect 
for  business  issues.  Extensive  exerience  | 
not  required,  but  a  tight  writing  style  \ 
and  ability  to  cut  through  jargon  are  j 
essential.  Resume  and  clips  to:  J.  ; 
Zanca,  30  Arbor  St.,  Hartford  CT  i 
06106.  No  calls  please.  | 

CITY  EDITOR 

Community  Zone  3  daily  with  rapid 
growth  near  metro  area  seeks  people- 
oriented  motivator  to  plan,  supervise, 
edit.  Three  to  5  years  daily  reporting 
essential.  Good  Advancement.  Box 
9617,  Editor  &  Publisher. 

CITY  EDITOR 

20,000  circulation  South  Texas  A.M. 
needs  high  energy  editor  with  strong 
editing  skills.  Must  have  experience; 
directing  reporters  and  photographers. ; 
Should  thrive  on  competition  and! 
responsibility.  Good  future  with  oppor- 1 
tunity  for  advancement.  Reply  with 
resume,  salary  history  to  Box  9622, 
Editor  &  Publisher. 

CITY  EDITOR  for  30,000  A,/.  Zone  1. 
Responsible,  knowledgable  journalist 
with  bent  for  management.  Excellent 
opportunity  for  city  editor  at  small  daily, 
assistant  city  editor,  ME  of  weekly  or 
even  the  right  reporter  ready  for  next 
step.  Some  room  for  further  advance¬ 
ment  within  corporation.  Pay  mid  20s. 
Box  9640,  Editor  &  Publisher. 

COPY  DESK  POSITION  OPEN.  Report- 
ing  experience  preferred  but  would  con¬ 
sider  training  recent  grad,  seeking  edit¬ 
ing  career.  Room  for  advancement  at 
this  16,000  PM  daily.  Also  updating 
files  for  reporting  positions.  Daily  or 
weekly  experience  necessary.  Send  re¬ 
sume,  salary  requirements,  clips  and  re¬ 
ferences  to:  Jean  Minnich,  Personnel 
Director,  The  Sentinel  PO  Box  130,  Car¬ 
lisle  PA  17013. 

DESIGN  GRAPHICS  EDITOR  to  layout 
pages  and  assist  staff  of  35,000  daily 
in  design  of  news,  feature  pages  and 
use  of  graphics.  Contact  Bert  Walter, 
Editor,  The  Dispatch,  409  39th  St., 
Union  City  NJ  07087.  (201) 
863-2000. _ 

COPY  EDITOR 

Progressive  New  Jersey  daily  newspaper 
has  an  openning  for  a  copy  editor  with 
two  or  more  years  experience  to  work 
full-time,  5  nights  a  week.  Excellent 
salary  and  benefits.  Please  submit 
resume  and  salary  requirement  to  Helen 
Moore,  C/0  The  Record,  150  River  St., 
Hackensack  NJ  07601.  An  Equal 
Opportunity  Employer  M/F. 


EDITORIAL  I 


COPY  EDITOR  aggressive  style 
conscious  25,000  PM  daily  in  the  soul 
stirring  foothills  of  northwest  Georgia 
has  immediate  opening  for  an  energetic 
senior  copy  editor  with  an  unerring  eye 
for  accuracy,an  ear  for  sparkling  writ¬ 
ing,  a  feel  for  snappy  headlines  and  a 
head  for  news.  Three  years  desk  experi¬ 
ence  preferred.  Competitive  salary. 
Please  send  resume  and  cover  letter 
along  with  layout  and  editing  samples  to 
Gary  L.  Carter,  News  Editor,  Rome 
News-Tribune,  Draw  F,  Rome,  GA. 
30161.  Afternoon  calls  only. 

COPY  EDITOR 

Connecticut  morning  newspaper  seeks 
experienced  copy  editor.  Knowledge  of 
makeup  and  design  essential.  Excellent 
salary  and  benefit  package.  Send 
resume  to  Robert  Veillette,  Managing 
Editor,  Waterbury  Republican,  PO  Box 
2090,  Waterbury,  CT  06722-2090.  | 

COPY  EDITORS  I 

Mid-sized  metro  daily  (100,000  AM)  in  ! 
Zone  2  is  looking  for  experienced  editors 
for  1986.  Excellent  benefits.  Send  re-  1 
sume,  cover  letter  to  Box  9655,  Editor  &  1 
Publisher.  j 

MANAGING  EDITOR  position  now  open.  | 
Excellent  group  owned  Company.  7800  j 
5dayP.M.  daily.  Send  resume,  clipsand  | 
salary  requirement  to: 

tom  Kurdy,  Publisher 
Columbia  Basin  Herald 
PO  Box  910,  Moses  Lake,  WA  98837 

MANAGING  EDITOR  -  Position  requires 
background  in  writing,  planning,  layout, 
and  general  production.  Monthly  maga¬ 
zine  with  circulation  approximately 
40,000.  Salary  range  $28,000  to 
$34,000.  Send  resume  and  salary  his¬ 
tory  to:  Magazine,  PO  Box  12458,  Lake 
Park,  FL  33410. 

MANAGING  EDITOR 
I  am  looking  for  an  unusual  person  to 
lead  the  newsroom  at  the  Columbia 
Daily  Tribune,  a  respected  newspaper  in 
one  of  America’s  most  exciting  news 
markets. 

I  need  a  person  who  can  choose  strong 
reporters  and  editors  and  lead  to  them 
to  unusual  levels  of  skill  and  productivi¬ 
ty.  We  put  the  highest  priority  on  local 
and  regional  reporting.  We  want  excel¬ 
lent  writing.  We  are  high  on  good 
graphic  display.  In  this  major  university 
community,  one  of  the  fastest  growing 
towns  in  the  nation,  news  opportunities 
abound.  Educational  and  income  levels 
are  high.  We  have  competition,  and  we 
are  successful.  What  a  great  place  to  be 
in  the  newspaper  business! 

The  Tribune  has  a  reputation  for  qual¬ 
ity,  but  we  can  do  a  lot  more.  I  need 
someone  who  will  exploit  this  opportun¬ 
ity  through  strong  leadership  in  our 
organization  and  a  respected  presence 
in  the  community;  a  bright,  talented, 
credible  person  who  will  command 
loyalty  and  respect. 

Our  staff  is  already  good.  With  first-rate 
management,  no  telling  where  we  can 
go. 

If  you  think  you're  up  to  this  task,  call 
me,  write  me,  send  a  messenger,  hop  a 
plane.  Let  me  know  why  this  is  your 
kind  of  job  and  why  you  think  you  can 
do  it. 

Great  managers  are  almost  impossible 
to  find.  If  you  think  you're  one  or  can 
become  one  with  careful  attention  from 
an  experienced  boss  who  won’t  be  easy 
but  who  will  quickly  respect  ability  and 
provide  all  the  independence  a  manager 
can  command,  I  really  want  to  talk  to 
you. 

Check  out  the  Tribune.  Check  me  out. 
The  get  in  touch  with: 

Henry  J.  Waters  III. 

Editor  &  Publisher, 

Columbia  Daily  Tribune, 

PO  Box  798, 

Columbia,  MO.  65205 


COPY  EDITORS 

BUSINESS  EDITORS 
SPORTS  COPY  EDITORS 
JOB  BANK  has  immediate  openings  for 
the  above  positions  at  daily  newspapers. 

If  you  are  interested  call  Director  Debra 
Bissinger,  at  (609)  786-1910  or  write 
to:  JOB  BANK,  1909  Cinnaminson  Ave, 
Cinnaminson  NJ  08077.  There  is  no  re¬ 
ferral  fee  for  the  above  positions. 

REPORTER  for  small  daily  in  good  living 
area.  Copy  editing  and  camera  skills  big 
pluses,  (iood  opportunity  for  self-starter. 
Clipsand  resume  to  David  Bartholomew, 
Daily  Messenger,  Box  430,  Union  City, 
TN  38261. 

ENERGETIC  feature  writer  with  depth, 
insight  and  4-plus  years'  experience 
seeks  lifestyle  position  on  metro  daily. 
Clips/references  (914)  723-2766. 

EDITORIAL 

BUSINESS  REPORTER 
Rapidly  growing  national  news  weekly  for 
the  Electronics  Industry  needs  experi¬ 
enced  hard-news  reporter.  Knowledge  of 
industry,  and  business  reporting  experi¬ 
ence  a  .  Good  promotional  opportuni¬ 
ties.  Rush  clips/resume  tO:  EBN,  Recrui¬ 
ter  E,  600  Community  Dr.,  Manhasset 
NY  11030. 

DO-IT-ALL  general  assignment  repor¬ 
ters  needed  by  weekly  chain.  Want  self¬ 
starters  who  know  how  to  cover  the 
story,  write  it,  take  the  pictures  and  lay 
it  out.  Long  hours,  low  pay,  but  excel¬ 
lent  chance  to  gain  solid  experience. 
Letter,  resume,  clips  to  Bill  Doughty, 
Glades  Newspapers,  PO  Box  1236, 
Clewiston  FL  33440. 

EDITOR 

For  Murfreesboro  Daily  News  Journal 
one  of  Tennessee's  fastest  growing  dail¬ 
ies  and  member  publication  of  Morris 
Newspaper  Corporation  of  Savannah, 
Georgia.  Must  be  able  to  lead  and  direct 
a  staff  of  15  plus  and  possess  the 
personality  to  assist  the  publisher  in  the 
community.  Position  requires  writing, 
editing  and  layout  skills.  Please  send 
resume  and  salary  requirements  to  Pete 
Bennett,  Publisher,  Daily  News  Journal, 
PO  Box  68,  Murfreesboro,  TN 
37133-0068. _ 

EDITOR.  Here  is  an  opportunity  to  help 
create  the  identity  of  a  boom  area's 
newspaper.  We  will  start  publishing  a 
new  weekly  early  next  year  in  the  Sun 
Belt.  If  you  have  the  necessary  back¬ 
ground  of  management,  editing,  writ¬ 
ing,  community  involvement  and  layout 
skills,  please  respond  quickly  with 
complete  resume  including  references 
and  salary  expectation.  Box  9592, 
Editor  &  Publisher. 

EDITORS  ASSOCIATION 
MINORITY  AFFAIRS  DIRECTOR 
Newspaper  professional  association 
seeks  journalist  with  experience  in 
minorities  issues  to  staff  nationwide 
minorities  recruitment  program.  Mini-- 
mum  5  years  daily  newsroom  employ¬ 
ment  and  administrative  ability 
required.  Send  resume  and  salary 
requirement  to  Executive  Director,  PO 
Box  17004,  Washington  DC  20041. 

EDITORS 

New  Jersey  daily  in  competitive  market 
is  seeking  applicants  for  desk  editors. 
Send  cover  letter  explaining  your  philo¬ 
sophy  of  news  coverage,  resume, 
sample  layouts  and  salary  requirements 
to  Philip  Read,  Editor,  The  Daily  Jour¬ 
nal,  295  N.  Broad  St.,  Elizabeth,  NJ 
07207. 

EXPERIENCED  REPORTER  needed  for 
expansion  position  in  daily  bureau. 
Gc^  pay,  benefits,  plus  live  in  sunny 
Southwest  Florida  near  beaches.  Send 
resume,  clips  to  George  Cecil,  Naples 
Daily  News,  PO  Box  7009,  Naples  FL 
33940. 


HELP  WANTED 


EXPERIENCED  EDITORS,  WRITERS 
wanted  by  growing  Central  Florida 
I  newspaper  group.  Send  resumes  to 
Managing  Editor,  INI-Fla.,  124  West 
I  Central  Ave.,  Winter  Haven  FI  33880. 
(813)  294-8089. _ 

EXPERIENCE  PLUS  TALENT-lf  you  are 
!  a  mature,  seasoned  reporter  who’d 
!  rather  chase  an  enterprise  story  than 
I  attend  a  meeting  or  pound  a  beat, 

I  there’s  a  career  for  you  at  North  Dako¬ 
ta’s  full-color,  capital  city  daily.  We’re 
!  seeking  the  consummate  professional, 

I  one  who  is  both  a  digger  and  a  writer,  to 
I  assume  an  key  role  in  our  award- 
j  winning  newsroom.  We  offer  a  wealth  of 
!  reporter  support  services  and  a  ultra 
!  modern  facility  in  this  Missouri  River 
recreational  heartland.  Send  resume 
!  and  a  dozen  clips  to  John  Peterson,  The 
.Tribune,  Box  1498,  Bismarck,  ND 
;  58502. _ 

!  COPY  EDITOR— Wordsmith  with  sharp 
layout  eye  for  PM  near  Washington. 

'  Recent  grads  apply.  Box  9616,  Editor  & 
Publisher. 

;  FEATURE  WRITER 

,  Gulf  Coast  Florida  daily  needs  a  strong 
feature  writer  for  key  position  in  news¬ 
room.  Editingand  camera  skills  helpful. 
Salary  commensurate  with  experience. 
Two  years  experience.  Send  resume  and 
non-returnable  clips  to  Jay  Pitts, 
Managing  Editor,  Playground  Daily 
.  News,  PO  Box  2949,  Fort  Walton 
'■  Beach,  FL  32549  or  telephone 

I  l-(904)-863-9290. _ 

GENERAL  ASSIGNMENT  REPORTER. 
38,000  AM  daily  in  Zone  5  needs  repor- 
'  ter  with  1  to  2  years  experience.  Clips 
.  should  show  crisp  writing  and  good 
I  organization.  Send  resume  and  clips  to 
I  Steve  Cooper,  City  Editor,  Sprin^ield 
I  News-Sun,  Springfield  OH  45501. 

i  GRADUATE  ASSISTANTSHIPS  avail- 
,  able  for  persons  with  at  least  three  years 
full-time  experience  in  reporting,  writ¬ 
ing,  editing,  in  either  print  or  broadcast 
media,  ready  for  mid-career  opportunity 
I  to  earn  an  MA  in  a  12-month  program. 

.  Stipends  of  approximately  $6,000  plus 
!  full  out-of-state  tuition  for  best  quali- 
■  tied  teaching  and  research  assistants, 
i  Deadline  for  applicaiton  is  April  15, 

.  1986.  Write:  Chairman,  Graduate 
Studies,  School  of  Communications, 

I  The  Pennsylvania  State  University,  215 
Carnegie  Building,  University  Park  PA 
!  16802. 

'  "HOW  TO  GET  HIRED  IN  JOURNAL- 
j  ISM"  For  information,  write:  Northwest 
Marketing  Limited,  Box  3658-J,  Lacey 
!  WA  98503. 

I  IMMEDIATE  OPPORTUNITIES 
i  FOR  THE  BEST 

I  JOURNALISTIC  PROFESSIONALS 
.  We  are  in  immediate  need  of  aggressive 
journalistic  professionals.  For  thou- 
I  sands  of  journalistic  professionals, 
j  1985  will  be  the  best  year  ever  for  the 
'  industry,  because  this  year  is  the  year 
I  for  the  job  market  where  the  markets 
'  j  are  wide  open  from  coast  to  coast  from 
'  1  every  aspect  of  the  industry. 

'  I  Most  important  to  you  is  to  find  the  best 
i  job  in  the  market  and  win  it  hands 
■  1  down! 

,  I. ..here  at  Media  Talent  Network 
' '  Management  Consultants,  we  stand 
'  prepared  and  ready  to  do  what  it  takes 
’  ‘to  win  that  job  for  you.  We  have  an 
:  I  excellent  reputation  and  are  a  national 
'  j  marketing  consulting  firm  in  the  indus- 

I I  try  catering  to  the  broadcast,  literary, 

I  and  entertainment  professionals  from 

.  >  coast  to  coast. 

r !  For  career  marketing  informaion  on 
i  available  journalistic  careers  write  or 
,  I  call  Media  Talent  Network  Management 
I  Consultants,  2400  Merchant  Dr.,  NW, 
J  Suite  200,  Knoxville,  TN  37912,  (615) 
522-7900.  All  inquiries  held  in  stric¬ 
test  confidence. 


EDITOR  &  PUBLISHER  for  January  25,  1986 


NEED  AN  EDITOR? 

HOW  ABOUT  A  WRITER? 

Or  a  RR.  person  who  knows  the  press 
because  he  or  she 
follows  the  press? 

Find  any  or  all  of 
these  by  advertising 
in  the  classified  col¬ 
umns  of  EDITOR 
&  PUBLISHER — the  weekly  inde¬ 
pendent  news  publication  serving  the 
newspaper  field.  Phone  or  write  for  a 
rate  card:  Classified  Department 
EDITOR  &  PUBLISHER 
11  W  19th  St.  New  York,  N.Y.  10011 
212-675-4380 


Attention  Advertisers: 

Please  note  these  remrnders  when  sending  classi¬ 
fied  ad  copy: 

•  Please  specify  an  exact  classification  within  a  sec¬ 
tion  of  ads:  for  instance,  help  wanted-sales;  equip¬ 
ment  &  supplies-phototypesetting.  Help  us  put  your 
ad  where  it  will  do  you  the  most  good. 

•  Be  sure  to  indicate  how  many  times  you  wish  the  ad 
to  appear,  and  whether  an  E&P  box  number  is  re¬ 
quired. 

•  Orders  for  classified  display  advertising  should 
include  the  number  of  columns  and  inches  you  wish 
the  ad  to  be,  as  well  as  how  many  weeks  the  ad 
should  run. 

Remember  —  in  all  Correspondence  regarding 
your  ad,  please  include  a  copy  of  the  invoice. 


Thank  you  for  helping  us  serve  you  better! 


E&P  Classified  Department 


HELP  WANTED 


;  FASHION  WRITER 

The  Detroit  News  seeks  a  witty,  creative, 

I  s^lish  writer  to  produce  lively  fashion 
'  pieces  and  commentary.  We  produce  a 
I  free-standing,  full-color  fashion  section 
I  weekly,  plus  six  themed  supplements  I 
I  pre  year.  Applicant  must  be  a  self-starter 
{  with  several  years  newspaper  or  maga- 
i  zine  experience  who  is,  above  all  else,  a  { 

;  first-rate  writer.  Send  resume  and  clips 
!  toSusanWyland,  Accent  Editor,  The  De-  ' 
troit  News,  615  West  Lafayette,  Detroit,  ‘ 
Ml  48231. 

FEATURES  EDITOR;  Need  solid  editor  i 
I  and  idea  person  with  feel  for  lifestyles.  ; 

I  Good  copy  editing,  headline  writing 
!  skills  a  must.  Layout  and  production 
:  experience  helpful.  Position  is  No.  2 
!  spot  in  nine-person  dept.  Includes 
j  working  with  reporters.  Competitive 
;  market.  Send  resume,  samples,  refer-  . 

;  ences  to  Mary  Ann  Horne,  Living  Today  i 
!  Editor,  San  Antonio  Light,  PO  Box  161,  ' 

I  San  Antonio  TX  78291. 

I  - 1 

1  INNOVATIVE,  award-winning  Zone  5  ' 

I  PM  daily  (50,000  circulation)  seeks  ' 

'  experienced  reporter  to  strengthen 
;  seven-day  operation.  We’re  big  on  local  | 

I  coverage  (high  school  and  college)  and 
I  we  emphasize  outdoor  topics.  Success- ' 

I  ful  applicant  will  be  a,  talented  writer, 

I  strong  on  features,  who  also  is  versatile 
enough  to  do  occasional  desk  work.  i 
I  Send  resume  and  clips  to  Box  9654, 

\  Editor  &  Publisher. 

1  LIFESTYLES  EDITOR  ' 

'  Small  but  quality-oriented  North  Caroli-  i 
i  na  daily  seeks  talented  individual  to 
j  handle  our  one-person  lifestyles  j 
'  section.  Duties  range  from  writing  ; 

'  routine  weddings  and  engagements  to  \ 

I  creating  colorful  features  and  in-depth 
'  pieces  on  a  variety  of  community-  . 
j  oriented  subjects.  Excellent  working  ' 

;  conditions,  competitive  salary  and  a 
I  chance  to  grow  with  an  award-winning 
I  daily  paper  in  Western  North  Carolina's 
;  mountains.  Send  clips  and  resume  to 
Mike  Jones,  Managing  Editor,  The 
:  McDowell  News,  PO  Box  610,  Marion 
j  NC  28752.  Phone;  (704)652-3313.  I 

i  MONTHLY  BUSINESS  MAGAZINE  i 
i  seeks  staff  write.  Looking  for  energetic,  | 

I  self-starter  willing  to  take  on  various 
writing  responsiblities.  Business  writing  ; 

I  experience  preferred,  not  essential.  1 
j  One-three  years  reporting  background 
I  required.  Send  resume  and  clips  to  : 

Cathy  Sabik,  Editor,  Business  Journal  I 
I  of  New  Jersey,  CN  502,  Jamesburg  NJ 
08831.  ! 

NEED  AGGRESSIVE  EDITOR  for  two  ' 
community  weeklies,  shopper,  and  : 
tourist  guide  publication  in  Arkansas 
Ozarks.  Competitive  situation  demands  j 
I  award-winning  coverage,  layout  and  j 
design.  Carroll  County  Newspapers,  PO  ' 

I  Box  232,  Berryville  AR  72616. 

NEWS  EDITOR  for  4,100  5-day  j 
Sunbelt  daily,  lake  country.  Clips  to  i 
Daily  Journal,  Box  328,  Vinita  OK  ! 
74301. 

PULITZER  PRIZE-WINNING  daily  . 
seeks  layout  editor  for  design  desk.  ! 
Primary  responsibilities  will  be  layout  of 
weekly  Neighbors  tabloid  editions  plus 
daily  layout  of  metro  news  pages.  Send  i 
resume,  samples  of  work  to  Bob  Jona-  ; 
son.  Design  Editor,  The  News-Sentinel, 
PO  Box  102,  Fort  Wayne  IN  46801.  No 
calls  please.  An  Equal  Opportunity  i 
:  Employer.  j 

REPORTER  bright,  aggressive  with  at  ' 
least  a  year’s  experience  on  weekly  or  i 
small  daily.  New  Jersey  candidates  i 
preferred.  Send  resume,  clips  to  Randy  ■ 
Bergmann,  New  Jersey  Herald,  PO  Box  | 
10,  Newton  NJ  07860. 


HELP  WANTED 


REPORTERS 

If  your  are  a  bright,  mature  self-starter 
wiling  to  work  hard  and  learn,  we  will 
consider  you  for  a  regional  reporting 
beat.  Some  experience  helpful.  Rush 
resume,  clips  and  cover  letter  to  James 
G.  Marshall,  Publisher,  The  Post-Star, 
Lawrence  and  Cooper  St.,  Glens  Falls 
NY  12801. 

REPORTER  with  incentive  sought  to 
cover  city  government  beat  for  mid-size 
Kansas  daily.  Experience  preferred. 
Send  resume,  clip  to  Kay  Berenson, 
Salina  Journal,  333  South  4th,  Salina 
KS  67401. 

REPORTER 

Aggressive  reporter  to  cover  local 
government,  utilities  and  general 
assignment  for  top  non-daily  in  Alaska. 
Long  hours,  good  pay,  excellent  working 
conditions.  Ability  to  use  camera  a  plus. 
Not  an  entry  position.  We  publish  a 
weekly  tabloid  and  a  twice  weekly  stan¬ 
dard.  Fast  growing  area  near  Anchorage 
in  beautiful  setting.  Call  (907) 
376-5225  or  write  to:  T.C.  Mitchell, 
Editor,  Frontiersman,  Pouch  M,  Wasilla 
AK  99687. 

REPORTERSWANTED.  NorthernZone  1 . 
Pay  mid  to  high  teens  depending  on 
experience.  Quality-conscience  daily  in 
high  quality-of-life  area.  Good  writers, 
self-starters,  hard  workers  welcome  to 
apply.  Box  9639,  Editor  &  Publisher. 

REPORTER:  biweekly  public  broad¬ 
casting  trade  newspaper,  $18,000  per 
year.  Current,  PO  Box  65394,  Washing- 
ton,  DC  20035 _ 

SPORTS  COPY  CHIEF— to  run  sports- 
desk  on  medium-sized  daily.  Heavy 
local  emphasis  but  also  cover  Navy, 
Orioles,  Red  Skins.  Send  resume  and 
three  layout  samples  to  Edward  D. 
Casey,  Executive  Editor,  The  Capitol, 
Box  911,  Annapolis  MD  21404. 

TELEVISION 
WRITER  AND  CRITIC 
A  lively  intelligence  and  writing  ability 
I  *10  repr^  on  the  most  pervasive  medium 
in  the  country.  Assignments  will  include 
I  previewing  new  programming,  criticiz- 
I  ing  presentations  and  analyzing  trends 
in  the  field,  writing  critical  profiles  of 
interesting  and  pivotal  personalities. 

I  Must  regard  television  seriously  but  not 
somberly,  and  be  able  to  make  connec- 
;  tions  between  it  and  wider  political  and 
j  cultural  developments.  Big  order,  big 
opportunity.  For  immediate  considera- 
I  tion  send  resume  and  samples  of  vrork 
;  to  WOODY  WEST,  Executive  Editor,  The 
!  Washington  Times,  3600  New  York 
;  Ave.  NE,  Washington  D.C.  20002.  EOE 
'  M/F. 

i  - 

;  SPORTS  EDITOR-Send  resumes  to  Man- 
■  aging  Editor,  Clovis  News-Journal,  F>0 
:  Box  1689,  Clovis,  N.M.  88101 


THE  JOURNAL  NEWSPAPERS  in 
Springfield  Virginia  is  looking  for  an 
innovative  editor-writer  with  strong 
background  covering  and  interpreting 
national  and  world  news  to  edit  its  daily 
world  news  page. 

Using  wire,  supplementals  and  a  staff 
writer,  you  must  put  non-routine  spin  on 
routine  news;  give  all-beat  approach  to 
dull-but-significant  stories;  have  quick, 
adroit  rewrite  capabilities;  explain  and 
clarify  complicated  issues.  Clear, 
polished  writing  and  strong  desk  skills  a 
must. 

This  is  a  senior  position  for  a  growing 
group  of  suburban  newspapers.  Excel¬ 
lent  benefit  package  including  medical, 
dental  and  profit  sharing.  Send  resume, 
with  salary  requirements  and  clips,  to: 
John  Greenwald,  Editorial  Director,  The 
Journal  Newspapers,  Springfield  VA 
22159.  No  phone  calls  please.  EOE. 
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HELP  WANTED 


EDITORIAL 


CAREER  newsdepartmentopportunities  I 
at  tri-weekly  North  Carolina  community  | 
newspaper.  Talented  individual  needed  I 
to  start  in  sports  and  move  on  to  greater  j 
responsibility.  Apply  Mark  Durham,  The  i 
LAURINBURG  EXCHANGE,  PO  Box  | 
459,  Laurinburg,  NC  28352.  (919)  j 

276-2311. _  j 

THE  LEXINGTON  HERALD-LEADER,  a  ' 
100,000  circulation  Knight-Ridder  | 
daily  in  the  heart  of  Kentucky  horse  ! 
country,  is  looking  for  copy  editors  with  | 
excellent  mechanical  skills,  an  ability  to  i 
write  bright,  accurate  headlines,  sound  | 
news  judgment  and  a  commitment  to  i 
accuracy.  Experience  preferred,  but  we  | 
will  consider  bright  recent  graduates.  If  i 
you  want  to  work  where  copy  editing  is  { 
valued  highly,  please  respond  in  writing  ! 
to  Jerry  Wakefield,  News  Editor,  Lexing¬ 
ton  Herald-Leader,  Main  and  Midland,  i 
Lexington  KY  40507.  EOE/M-F  j 

THE  TIMES  HERALD  RECORD,  one  of  j 
the  country's  fastest  growing  daily 
newspapers,  has  an  opening  on  its  copy  I 
desk.  We  are  looking  tor  an  experienced  I 
copy  editor  who  is  dedicated  to  excel-  ' 
lence  and  preferably  one  who  is  versed  j 
in  wire  handling  and  layout,  and  the  | 
ability  to  polish  local  copy.  A  college 
degree,  preferably  in  English  or  journal-  j 
ism  is  required.  We  offer  an  attractive  ! 
and  competitive  salary,  based  on  exper-  j 
ience,  and  the  opportunity  for  advance-  ; 
ment.  The  Times  Herald  Record,  a  | 
community-oriented  newspaper,  is  part  i 
of  the  Ottaway  Newspaper  Group,  a 
wholly  owned  subsidiary  of  Dow  Jones 
Inc.  We  are  in  the  rapidly  growing  Mid- 
Hudson  region,  just  65  miles  from  New 
York  City  and  minutes  from  the  Cats¬ 
kills.  Please  submit  resume  and  salary 
requirements  to.  Personnel  Director, 
The  Times  Herald  Record,  40  Mulberry 
St.,  Middletown  NY  10940.  An  Equal 
Opportunity  Employer. 

THINK  ABOUT  YOUR  FUTURE  ! 

AND  OURS 

Because  we  intend  to  be  a  great  news-  ' 
paper,  we  never  stop  looking  for  great  1 
reporters.  If  you're  one,  and  might  like  I 
to  sign  on  with  one  of  the  best  non-  ! 
metro  newspapers  in  the  country,  let  us 
know  who  you  are  and  where  you  are. 
We  don't  have  an  opening  at  the 
moment,  but  when  we  do,  we'll  hire  the 
best.  If  you  have  at  least  5  years  daily 
newspaper  experience  and  think  you'll 
know  an  outstanding  opportunity  when 
you  see  one,  send  us  a  letter  and  a 
resume  and  we'll  send  you  a  copy  of  our 
newspaper.  If  that  doesn't  convince 
you,  nothing  we  can  say  is  likely  to. 
Send  to  Box  9464,  Editor  &  Publisher. 


WANTED;  Recent  J-school  grad  looking 
to  sharpen  reporting  skills  in  this  entry- 
level,  nightside  position  on  a  Zone  6  I 
daily.  Must  have  basic  skills,  initiative  j 
and  the  drive  to  excel.  Send  clips  and 
resume  to  Box  9650,  Editor  &  I 
Publisher.  I 


WRITER— EDITOR  for  #  2  position  on 
Boston  area-based  international  jour¬ 
nal, in  the  most  dynamic  sector  of  the 
communications  industry.  Candidate 
must  have  demonstrated  journalistic 
proficiency.  Some  knowledge  of  I 
communications  field  helpful.  Send  full  j 
particulars  to  Box  9615,  Editor  & 
Publisher.  | 

WRITERS:  The  Blade,  of  Toledo,  Ohio,  | 
is  seeking  a  self-starter  to  develop  and  | 
write  real  estate  news  for  a  Sunday  i 
section  (218,000  circulation)  and  daily  1 
paper.  Also  opening  for  general  assign- ; 
ment  reporter  and  feature  writer  to  : 
produce  lively  copy  for  features  depart- 1 
ment  and  Sunday  magazine.  Newspap- 1 
er  experience  preferred.  Send  resume,  | 
clips,  and  references  to  Cheryl  Lutz, 
assistant  managing  editor.  The  Blade, 
541  Superior  St.,  Toledo,  OH  43660. 
An  Equal  Opportunity  Employer  Male/ 
Female.  I 


HELP  WANTED 

I  HELP  WANTED 

HELP  WANTED 

EDITORIAL 

PRODUCTION 

SALES 

THE  EL  POST  HERALD-POST  is  taking  i 
applications  for  the  positions  of  city  ! 
editor  and  night  city  editor.  We  prefer  I 
experienced  candidates.  We  demand  ! 
hard-working  journalists  who  are  open  I 
to  innovative  ways  of  presenting  the  | 
news.  We  want  people  ready  to  direct  an  ; 
eager  staff  in  one  of  the  most  challeng-  i 
ing  news  cities  in  America.  Send 
resumes,  and  references  to  Jay  | 
Ambrose,  Editor,  El  Paso  Herald-Post, 
PO  Box  20,  El  Paso  TX  79999. 


PRESSROOM 


PRESS  MANAGER 

Major  Californian  daily  metro  is  accept¬ 
ing  applications  for  press  manager. 
Pressroom  contains  27  units  of  GOSS 
Metro  presses.  Position  requirements 
include  experience  in  budgeting,  capital 
planning,  and  writing  and  conducting 
performance  appraisals.  Must  have 
excellent  organizational,  employee  rela-  i 
tions,  and  oral/written  communications  I 
skills.  Also  must  have  thorough  techni¬ 
cal  knowledge  of  presses.  Computer 
knowledge  and  college  degree  desir¬ 
able.  Apply  to:  the  Personnel  Depart¬ 
ment  The  Sacramento  Bee,  2100  Q  St., 
Sacramento  CA  95816.  EOE. 


PRESSROOM  MANAGER  AM  newspap¬ 
er  minimum  5  years  management 
experience  in  a  Goss  Metro  pressroom. 
Send  resume  to  Charles  W.  Carroll, 
Production  Director,  The  Ledger,  PO 
Box  408,  Lakeland,  FL  33802. 


PRESSROOM  FOREMAN:  Welt  estab¬ 
lished  family  newspaper  in  New  York 
State  with  a  circulation  of  42,000,  is  in 
the  process  of  installing  7  double  width  I 
units  of  M. A. N. -Roland  offset  press.  We  j 
need  an  experienced  take-charge  indivi-  j 
dual  to  turn  out  a  top  quality  full  color  | 
product  on  a  daily  basis.  Da^ime  work.  ! 
Good  salary  and  an  excellent  fringe 
benefit  package.  Send  complete 
resume  to:  Rod  Abare,  Personnel  Mana¬ 
ger,  Watertown  Daily  Times,  260 
Washington  Street,  Watertown,  New 
York  13601. 


COMPOSING  ROOM  FOREMAN 
The  Herald,  central  Connecticut's 
largest  afternoon  newspaper,  40,000 
plus  Monday-Saturday  is  seeking  an 
energetic  individual  with  a  solid  union 
background  and  people  management 
skills.  This  “Hands-On”  position 
requires  a  quality  conscious  and  dead¬ 
line  oriented  professional  with  the  abili¬ 
ty  to  motivate  others.  A  knowledge  of 
newspaper  front  end  systems  and  all 
phases  of  photo  composition  is  a  must. 
Good  salary  and  benefit  package.  Send 
resume  and  salary  history  to  Personnel 
Manager,  The  Herald,  New  Britain  CT 
06050. 


PRODUCTION  MANAGER  FOR 
CAPE  COD  TIMES 

The  Cape  Cod  Times,  a  rapidly  growing 
(42,000  +)  seven-day  morning  news¬ 
paper  and  a  member  of  the  Ottaway 
group,  is  seeking  an  experienced 
production  manager  to  fill  a  newly 
j  created  postion.  Responsibilities 
I  include  quality  control,  production 
I  coordination,  and  supervision  of  our 
i  composing  room  (Atex  7000  system), 

I  press  room  (Goss  Metro  offset),  and 
:  mailroom.  If  you  have  a  working  know- 
i  ledge  of  these  departments,  a  proven 
record  of  accomplishment,  leadership 
and  management  skills,  this  job  could 
be  yours.  Applicants  must  be  willing  to 
work  flexible  hours.  We  offer  a  good 
salary  and  attractive  benefits,  the  great¬ 
est  of  which  is  Cape  Cod  for  year-round 
living.  Send  a  a  letter  telling  about  your¬ 
self  to  Scott  Himstead,  Publisher,  Cape 
Cod  Times,  Hyannis  MA  02601. _ 

ASSISTANT  TO 
PRODUCTION  DIRECTOR 
Individual  to  assume  night  production 
resopnsibilities  for  Zone  5  Sunday  and 
dailies  operation  (Circ.  110,000).  Un¬ 
ion  environment.  Strong  press  and 
camera  background  a  plus.  Excellent  be¬ 
nefits  package  plus  salary  in  keeping 
with  background  and  experience.  Send 
resume  and  salary  history  to  Box  9652, 
Editor  &  Publisher. 


PRODUCTION  !  PRODUCTION 


SENIOR  PRODUCT 
SPECIALIST 

NEWSPAPERS 

NAPP  Systems,  with  more  than  50%  market  share,  is  the  world 
leader  in  development  and  production  of  photopolymer  printing 
plates  for  newspapers.  U/i?  have  an  immediate  career  oppor¬ 
tunity  at  our  corporate  headquarters  in  beautiful  North  County, 
San  Diego. 

The  position  requires  a  B.S.  in  printing  or  related  field  and  a  mini¬ 
mum  of  five  years  diverse  experience  in  newspaper  production 
technology,  preferably  in  a  letterpress  operation.  Strong  problem 
solving  and  communication  skills  are  a  must.  Position  will  focus 
on  technology  trend  analysis,  new  product  identification  and 
field  evaluation,  technical  troubleshooting,  customer  liaison 
and  support  programs,  and  systems  training  for  field  personnel. 

VWe  offer  an  outstanding  compensation,  benefits  and  relocation 
package,  and  the  opportunity  to  grow  with  an  Industry  leader. 
To  apply  send  your  resume  in  confidence  to.  W.L.  Couey, 
Professional  Staffing 

mAPP  SYSTEMS  [USA]  INC. 

360  S.  Pacific  St.,  San  Marcos,  CA  92069 

An  Equal  Opportunity  Employer 


'  EXPERIENCED  AND  highly  motivated 
\  sales  representative  needed  to  sell  full 
I  line  supplies  to  newspaper  industry. 

;  Fifty  percent  travel.  Territory — 
;  Southern  California,  Arizona  and  South- 
I  ern  Nevada.  Qualified  candidate  should 
j  send  resume  to  Nensco,  PO  Box  1115, 
Oakland  CA  91786.  Attn:  James 
I  Jumpe. 


PROFESSIONAL 

SALESPERSON 


!  The  Good:  Earn  50K  to  150K  selling 
I  computer  systems  to  the  Newspaper 
'  Industry.  We  have  the  leads,  the 
i  products,  and  the  support,  but  we  are  a 
I  bunch  of  techs  who  need  a  top-notch 
i  closer. 

;  The  Bad:  Lots  of  travel,  lots  of  hours, 

I  lots  of  hard  work. 

I  The  Ugly:  There  is  nothing  ugly  about 
us.  Just  ask  our  staff  and  clients  what 
;  kind  of  company  we  are.  We  are  13 
j  years  young  and  still  growing. 

I  Please  forward  all  inquiries  to: 

Data  Sciences,  Inc. 

I  8555  16th  Street 

Silver  Spring  MD  20910 
i  Attn:  Mark  Ganslaw,  President 

!  (301)587-3700 


I  RETAIL  SALES  SUPERVISOR 
We  are  a  rapidly  expanding  morning 
j  newspaper  located  in  a  quality  major 
!  market  in  the  Mid-West.  We  are  seeking 
'  a  sales  supervisor  to  oversee  the  daily 
;  sales  activity,  account  servicing,  and 
i  sales  planning  efforts  of  one  district  of 
\  retail  advertising  sales  representatives. 

I  You  have  a  solid  background  in  news- 
!  paper  advertising  sales.  You  understand 
I  newspaper  production  and  feel  at  ease 
I  with  basic  copy  and  layout  design.  More 
'  importantly,  you  are  adept  at  using 
!  research  data,  making  quality  sales 
I  presentations,  and  increasing  sales 
I  volume.  You  understand  people  and 
j  know  how  to  train  and  motivate  them  for 
j  ever  better  sales  results.  Preferably  you 
I  have  a  degree  in  business,  marketing, 

I  advertising  or  a  related  field. 

We  offer  excellent  salary  plus  bonus  and 
,  company-paid  benefits,  so  let's  talk 
.  seriously  about  a  solid  opportunity  with 
!  our  company.  Send  resume  to  Box 
9638,  Editor  &  Publisher. _ 


NEWSPAPER  PEOPLE 
TRUST 

E&P  CLASSIFIED 
ADVERTISING 


j  PHOTOGRAPHER 

I  COMMUNITY  DAILY-20,000  circula- 
1  tion-in  Western  Massachusetts  is  look- 
I  ing  for  an  experienced  newspaper  photo- 
grapher  for  position  as  chief  photo- 
I  grapher/photo  editor.  Job  involves  sche- 
I  doling  three-person  staff,  some  shoot- 
I  ing,  and  administrative  chores  as  well  as 
I  responsible  for  selection  and  display  of 
photos.  Send  resume  and  samples  of 
I  work  to  Box  9648,  Editor  &  Publisher. 

!  PHOTOGRAPHER 

!  12,000  daily  in  Berkshire  Hills  of  New 
I  England.  Determine  coverage,  run  dark- 
j  room,  print  commmercial  orders,  coor- 
I  dinate  correspondents  and  control 
I  inventory.  $200  per  week  for  all  this. 

I  Resume,  six  samples  to  J.  C.  Day, 
j  Editor,  The  North  Adams  Transcript, 

I  124  American  Legion  Drive,  North 
;  Adams  MA  01247.  High-quality,  high- 
I  energy  work  to  maintain  outstanding 
,  tradition  of  local  photography. 
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HELP  WANTED 


PHOTOGRAPHER 


DIRECTOR  OF  PHOTOGRAPHY 
Experienced  photographer  and  depart¬ 
ment  manager  to  drrect  the  staff  of  The 
Washington  Times  newspaper  that  puts 
a  premium  on  graphics.  We  are  looking 
for  someone  who  not  only  can  function 
effectively  with  other  department 
heads,  but  also  motivate  a  staff  of  a 
dozen  eager  photographers  and  coordi¬ 
nate  pictorial  coverage  with  and  empha¬ 
sis  on  color.  For  immediate  considera¬ 
tion  send  resume  and  sample  of  work  to 
WOODY  WEST,  Executive  Editor,  The 
Washington  Times,  3600  New  York 
Ave.  NE,  Washington  DC  20002.  EOE 
M/F.  _ 


_ PROMOTION _ 

PROMOTIONS  DIRECTOR 
New  position  with  a  metropolitan  St. 
Louis  weekly  group  with  800,000  J 
circulation. 

Organize  and  implement  promotion 
programs  for  small  to  large  retail 
accounts,  including  malls.  Design  prog¬ 
rams  tailored  for  reader  enhancement 
and  local  publishing  staffs.  Promotions 
will  embrace  all  necessary  media. 

Send  resume: 

Suburban  Newspapers,  Marketing 
Director  1714  Deer  Tracks  Trail,  St. 
Louis  MO  63131. 


PROMOTION  DIRECTOR 
S.F.  Bay  Area’s  fastest-growing  news¬ 
paper  and  shopper  publishing  group  is 
looking  for  an  experienced  person  with 
strong  advertising  and  marketing  skills 
to  join  the  management  team  and  head 
up  planning  and  implementing  advertis¬ 
ing  campaigns  and  promotion  of  the 
newspapers  and  corporation.  The  job 
requires  a  strong  shirt-sleeves  admini¬ 
strator  to  coordinate  promotion  efforts 
between  departments  and  newspapers 
in  the  group,  plus  working  with  an 
advertising  agency.  List  background 
experience  and  salary.  Write  to  George 
W.  Hoyt,  President,  Lesher  Communi¬ 
cations,  2640  Shadelands  Drive, 
Walnut  Creek,  CA  94596. 


POSITIONS 


WANTED 


ADMINISTRATIVE 

DEGREED  MANAGER  with  fifteen  years 
experience  in  advertising,  marketing, 
production,  and  circulation  seeks 
management  position.  General  Manager 
of  10,000  shopper/print  shop  with  P  & 
L  responsibility.  Owned  and  published 
small  country  weekly.  Strong  organizing 
and  coordination  skills.  Will  relocate. 
Prefer  Northwest,  upper  Midwest,  or 
Northeast.  Box  9600,  Editor  & 
Publisher. 


PUB/GM.  profit-quality  oriented,  exper¬ 
ience  in  budget,  labor  relations,  negoti¬ 
ations,  and  full  newspaper  operation. 
Family,  ambitious,  flexible.  Box  9609, 
Editor  &  Publisher. 


PUBLISHER/GENERAL  MANAGER. 
Young  and  aggressive  with  weekly  and 
daily  experience.  Total  P&L  and  budget¬ 
ing.  Responsibility.  Write  Box  9629, 
Editor  &  Publisher. 


SALES  CONSULTANT  seeks  manage¬ 
ment  position  with  a  daily,  self  motivat¬ 
ing,  aggressive,  experienced  with  retail, 
promotions,  TMC,  page  layout  and 
design,  photography,  sales  and  all 
phases  of  staff  training  available.  Relo¬ 
cation  possible.  Call  (612)561-1261  or 
(218)568-5312. 
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POSITIONS  WANTED 


ADMINISTRATIVE 


PUBLISHER  adept  at  leading  weeklies 
into  the  "black”  and  bringing  out  the 
best  in  people  seeks  a  new  challenge; 
Market  your  product  to  profitability  wit 
my  guidance.  Send  inquiries  to  Box 
9646,  Editor  &  Publisher. 


YOUNG,  AGGRESSIVE  General  Mana¬ 
ger  wanting  new  challenge.  Exper¬ 
ienced  in  all  production  departments 
with  emphasis  in  advertising.  Will 
consider  any  zone.  Write  Box  9621, 
Editor  &  Publisher. 


ADVERTISING 


TENACIOUS  young  advertising  director 
with  phenomenal  1 6  year  track  record  at 
a  21,000  daily  seeks  to  escape  devas¬ 
tated  local  market  conditions.  I  can  sell, 
motivate  and  promote.  I  do  what  it  takes 
to  win.  Strong  classified  background. 
Outstanding  references.  Prefer  Zones  8 
or  9.  Write  Box  9642,  Editor  &  Pub^ 
lisher. 


_ CIRCULATION _ 

CIRCULATION  professional  seeks 
manager's  or  director's  position  on  large 
weekly  or  small  daily.  Wants  opportunity 
to  use  experience  in  free  and  voluntary  I 
or  paid  systems.  Sales,  service,  and  I 
collections  are  primary  concern.  Willing 
to  re-locate,  reply  to  Box  9595,  Editor  & 
Publisher.  | 


CIRCULATION  MANAGEMENT 
Young  marketing  oriented  circulation 
director  seeks  circulation  management 
position  in  an  environment  conducive  to 
continued  growth  in  newspaper  circula¬ 
tion  management. 

Quality  background  in  all  aspects  of 
circulation  management  with  emphasis 
on  sales  promotion,  ABC  audit  proce¬ 
dures,  interpersonal  skills  implement¬ 
ing  computerized  circulation  depart¬ 
ment,  transportation  methods,  and 
district  manager  training. 

Desire  to  join  a  top  notch  company  that 
expects  only  the  best  from  its  circula¬ 
tion  personnel.  Background  consists  of 
quality  circulation  management  experi¬ 
ence  and  well  regarded  references.  Box 
9643,  Editor  &  Publisher. 


CALIFORNIA 

Circulation  Director  seeks  director's 
position  on  small  to  mid-sized  daily  or 
secondary  level  on  a  metro  newspa^r. 
Solid  credentials  include  background  in 
sales  promotion,  home  delivery,  and 
deparment  management. 

Prefer  the  California  area  with  a  prog¬ 
ressive  company  that  provides  advance¬ 
ment  opportunity.  Box  9653,  Editor  & 
Publisher. 


_ EDITORIAL _ 

AWARD-WINNING  investigative  repor¬ 
ter  with  experience  at  one  of  the  U.S.’s 
top  national  newspapers  and  at  one  of 
its  best  medium-size  dailies  seeks 
reporting  or  reporting/editing  position. 
Clips,  references  on  request.  Box  9586, 
Editor  &  Publisher. 


The  ominous  CATCH-22  faces  this  Dec. 
1985  U  of  Iowa  graduate-experience. 
Give  this  innovative  and  interesting  per¬ 
son  a  chance  if  you  have  a  challenge 
waiting.  I  seek  a  position  with  a  solid 
print  medium.  Writer,  copy  editor  and 
know  layout  skills.  Contact:  James  Cady, 
221-19th  PL,  Clinton  lA  52732. 


EXPERIENCED  major  metro  city  desk 
editor  seeks  new  position.  Excellent 
credentials.  All  Zones.  Box  9647,  Editor 
&  Publisher. 


UNIV.  OF  MISSOURI  Master’s  grad, 
with  4-month  internship  at  the  Lancas¬ 
ter,  PA  Intellignecer-Journal  seeks 
general  assignment  or  style  section  re¬ 
porting  job  in  Zone  1  or  2.  Contact  Debra 
Weistrop  (717)  291-2221  or  (717) 
787-6275. 

/  25.  1986 


POSITIONS  WANTED 


EDITORIAL 


SPECIAL  PROJECTS  reporter  seeks  new 
challenge.  Experienced  in  both  investi¬ 
gative  and  in-depth  projects.  Has  politi¬ 
cal  science  degree,  master’s  from 
Missoouri.  Numerous  national  and  state 
awards,  top  clips  and  references  attest 
to  quality  of  work.  Box  9637,  Editor  & 
Publisher. 


EDITOR/REPORTER.  14  years  with 
'Eastern  Metro,  hard-news  orientation 
strong  cityroom  manager,  seeks  City 
Editor/ME  slot.  Will  relocate.  Low-to 
mid  40s.  Box  9598,  Editor  &  Publisher. 

ENTERPRISING  science-environmental 
reporter  with  broad  range  of  news  and 
feature  writing  experience  plus  2  years 
as  newsletter  editor  seeks  post  as  repor¬ 
ter  with  D.C.  area  newspaper/magazine. 
Excellent  clips  available  on  request. 
Call  Lew  Gurman,  (617)862-6381 
after  4  or  write,  122  Grant  St.,  Lexing¬ 
ton  MA  02173. 


PERCEPTIVE  SPORTS  WRITER,  makes 
you  smile  and  think,  needs  well- 
coached  team.  Box  9651,  Editor  & 
Publisher. 


PHYSICIAN/JOURNALIST  with  one  year 
major  metro  experience,  Columbia  J- 
school  degree,  seeks  medical  writer 
position  after  5/86.  Patrick  Sokas, 
M.D.,  Box  9606,  Editor  &  Publisher. 


POSITIONS  WANTED 


EDITORIAL _ 

,  EDITOR  OF  ARMY  weekly  in  Germany 
I  seeks  newspaper  of  magazine  job.  i’ve 
:  got  4  years  experience  and  can  write 
everything  from  hard  news  to  sports, 
take  pictures  and  do  layout.  I’m  very 
good  at  features  and  if  you’re  looking  for 
a  military  writer  I’m  your  man.  Also 
i  interested  in  weekly  editor’s  job.  Eric 
Durr  GS-9,  USMCD-PAO,  APO  NY 
09033.  I’d  be  glad  to  call  you. 

SPECIAL  PROJECTS  reporter/ 
newspaper  librarian  couple  seeks  new 
challenge.  Both  have  master’s  from 
major  schools.  He  has  numerous 
national  and  state  awards,  superior 
clips  and  references.  She  has  8  years 
experience  in  top  libraries,  both  manual 
and  electronic.  Box  9635,  Editor  & 
Publisher. 


SPORTSWRITER  has  covered  football 
and  basketball  from  high  schools 
through  NCAA  Division  I,  plus  Dallas 
cowb^  and  San  Antonio  spurs.  Other 
assignments  have  been  PGA  Southwest 
Classic,  boxing,  polo,  Mexican  League 
baseball.  I’ve  worked  slot  amd  rim  on 
two  Texas  dailies,  using  process  and 
spot  color.  Like  desk  and  writing  equal- 
'  ly.  Seek  mid-size  daily.  Love  travel,  any 
{zone,  available  immediately. 
I  (915)672-5495. 


UBRARY 


QUALITY-OBSESSED  features  editor  ’ 
seeks  same  position  elsewhere.  Very  '• 
graphics-oriented.  Heavy  on  organiza-  I 
tion,  planning.  An  eye  for  trends,  skilled 
in  color,  design,  with  creativity,  back-  | 
ground  to  get  the  job  done.  Box  9628,  | 
Editor  &  Publisher.  I 


“RETIRED  newsman-photographer  { 
wants  to  return  to  work.  Versatile,  i 
good  references.  Deft  at  public  rela¬ 
tions.  Phone:  1-(412)  832-8349. 

SOMEWHERE  a  mag/mid-size  editor  j 
needs  a  talented  young  reporter/  | 
columnist  experienced  in  all  phases  of  i 
editorial  production.  Will  relocate.  I 
Scott  Brown,  13078  Church  Rd,  York- 
ville  II  60560.  815/475-7110. 


27-year-old  blue-chip  prospect  in  Cali¬ 
fornia:  310  lifetime  hitter;  15  wins  in 
'84;  18  wins  in  '85;  seeks  move  from  AA 
to  AAA  daily  journalism  as  sports  or  news 
reporter.  Marc  Birenbaum:  (209)  625- 

4292. _ 

EXPERIENCED,  ambitious  self  starter 
seeks  general  assignment  position  on  a 
daily  newspawr;  AM  or  PM,  any  size, 
any  region.  Six  months  experience  on 
60,000  daily,  three  and  a  half  years  ex- 
'perience  on  20,000  weekly  (both  non- 
internships)  and  entertainment  editor  o( 
college  weekly.  Will  graduate  Villanqva 
UniversiW,  June  1986.  Call  or  write  j 
Michael  F.  Mathis,  218  Cornwall  Drive,  | 
Broomall  PA  19008  (215)  353-5099.  j 


EXPERIENCED  newspaper  librarian 
with  wide  background  in  all  aspects  of 
library  operations  seeks  position.  Broad 
educational  background,  MALS  from 
Top  school.  Knowledgeable  in  electron¬ 
ic  and  manual  library  systems,  skilled  in 
online  searching.  Expert  at  libra^  reor¬ 
ganization.  Box  9636,  Editor  & 
Publisher. 


PRODUCTION _ 

PRODUCTION  MANAGER,  over  20 
years  experience,  12  years  broad  based 
composing  room  production,  operations 
and  advertising  experience.  16  years 
with  a  major  mid-west  paper,  circula¬ 
tion  exceeding  100,000.  Wking  new 
challenge  and  opportunity.  Will  relocate 
to  most  areas.  DeWayne  Gray,  20460 
E.  Costilla  Ave.,  Aurora  CO  80016 
(303)  699-8137  eves. 


Production/Distribution  Manager 
WELL-VERSED  in  all  phases  of  produc¬ 
tion,  distribution,  and  warehousing 
including  state-of-the-art  mailrooms. 
Strong  adminstrative/leadership  quali¬ 
ties.  Proven  track  record.  Highest  refer¬ 
ences.  Box  9580,  Editor  &  Publisher. 


RIT  PRINTING  GRAD/Newspaper 
Production  Management  (August  ’86) 
seeks  position  at  medium-to-large 
circulation  daily.  Experience,  excellent 
references.  Box  9630,  Editor  & 
Publisher. 
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SHOP  TALK  AT  THIRTY - 

The  “problem”  of  prejudicial  publicity 


By  Steven  Helle 

We’re  all  familiar  with  the  conflict 
between  a  free  press  and  fair  trials. 

Which  only  goes  to  show  how 
ingrained  a  myth  can  become. 

The  First  Amendment,  in  part,  pro¬ 
tects  speech  and  press  from  govern¬ 
mental  interference.  The  Sixth 
Amendment  requires  that  the  accused 
shall  enjoy  certain  rights  if  the  state 
subjects  him  to  criminal  prosecution. 

In  short,  the  press  cannot  deny  a 
defendant’s  right  to  a  fair  trial.  The 
constitutional  provisions  in  both 
cases  protect  the  citizen  from  the 
state,  not  from  other  citizens. 

If  it  truly  comes  to  pass  that  an 
impartial  jury  is  impossible  to  attain 
because  of  prejudicial  publicity,  then 
the  state  always  has  the  option  of  not 
trying  the  individual.  To  try  an 
accused  under  such  circumstances 
otherwise  would  be  a  denial  of  his 
Sixth  Amendment  right  —  by  the 
state,  not  the  press. 

To  put  the  First  and  Sixth  Amend¬ 
ments  in  conflict  is  to  create  a  prob¬ 
lem  where  there  is  none. 


To  put  the  First  and  Sixth 
Amendments  in  confiict  is 
to  create  a  probiem  where 
there  is  none. 


Significantly,  though,  the  “prob¬ 
lem”  will  necessarily  be  solved  at  the 
expense  of  free  press  when  viewed  in 
such  a  light.  Freedom  of  the  press 
causes  the  “problem.”  Regulate  the 
press,  and  what  do  you  know,  the 
problem  disappears. 

It’s  enough  to  make  one  suspect 
that  the  state  has  an  interest  in  more 
than  preserving  a  fair  trial.  By  framing 
the  debate  in  terms  of  a  conflict 
between  the  First  and  Sixth,  the 
resolution  is  obvious.  It  wouldn’t  do 
to  sacrifice  defendants  before  biased 
juries  in  order  for  the  First  Amend¬ 
ment  to  prevail,  so  the  First  must  give 
way. 

But  would  framing  the  issue  differ¬ 
ently  —  putting  responsibility  on  the 
state,  where  it  belongs,  for  preserving 
both  rights  —  mean  that  we  would  be 
letting  numerous  guilty  people  go  free 
because  they  could  not  get  a  fair  trial? 

Once  more,  a  widespread  myth 


Helle  is  an  associate  professor  of 
Journalism  at  the  University  of  Illinois. 
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clouds  thinking  in  this  area.  The  only 
reason  impartial  juries  would  be  unat¬ 
tainable  is  if  the  pool  of  potential 
jurors  had  been  tainted  by  prejudicial 
publicity.  But  publicity  is  not  neces¬ 
sarily  prejudicial. 

The  premise  that  publicity  equals 
prejudice  was  questioned  in  an  ami¬ 
cus  curiae  brief  just  submitted  to  the 
U.S.  Supreme  Court  by  California 
news  organizations,  according  to 
Copley  Newspapers  general  counsel 
Harold  Fuson  Jr. 

The  case,  Press-Enterprise  II,  like 
the  first  Press-Enterprise  case  handed 
down  in  1984,  involves  the  First 
Amendment  right  of  access  to  judicial 
proceedings. 

The  second  Press-Enterprise  case 
involves  a  closed  pretrial  hearing  in 
California,  and  has  the  potential  to 
negate  the  influences  of  the  much-cri¬ 
ticized  1979  decision  in  Gannett  v. 
DePasquale.  As  in  Gannett,  pretrial 
access  is  at  issue  only  because  of  a 
concern  that  the  press  will  report  on 
the  hearing  and  prejudice  the  subse¬ 
quent  trial. 

The  bulk  of  the  Press-Enterprise  II 
amicus  brief  emphasizes  the  impor¬ 
tance  of  access  to  pretrial  hearings, 
noting,  for  example,  that  more  than 
90%  of  California  felony  cases  never 
go  to  trial.  Cases  are  normally  plea- 
bargained  before  trial,  making  the 
pretrial  hearing  the  trial  for  all  practi¬ 
cal  purposes.  So  whether  potential 
jurors  at  trial  would  be  prejudiced  by 
publicity  is  generally  a  moot  point. 

But  even  in  those  cases  that  are 
tried,  Fuson  noted,  it’s  surprising 
how  many  jurors  can  be  found  with  no 
knowledge  of  the  proceedings.  Parti¬ 
cularly  in  populous  areas,  most 
would-be  jurors  know  nothing  about 
the  case  —  even  when  it  has  been 
heavily  publicized. 

The  amicus  brief  discusses  a  sensa¬ 
tional  San  Diego  multiple-murder 
case  in  which  the  defendant  commis¬ 
sioned  a  poll  to  establish  the  commu¬ 
nity  was  prejudiced  against  him. 

The  pollster,  indeed,  did  find  that 
52%  of  the  San  Diego  jury  pool  knew  a 
sufficient  amount  to  make  them  unac¬ 
ceptable  jurors  —  leaving  about 
750,000  potential  jurors  from  which  to 
choose. 

Judicial  notions  that  publicity 
“irreparably  prejudices  the  jury  pool 
and  prevents  the  accused  from 
obtaining  trial  by  an  impartial  jury” 
are  “fundamentally  incorrect,”  con¬ 
cludes  the  amicus  brief. 


Something  more  —  much  more  — 
should  have  to  be  shown  by  those 
who  want  to  close  judicial  proceed¬ 
ings  than  a  box  full  of  newspaper  clip¬ 
pings. 

Expensive  options,  such  as  moving 
the  trial  or  retrying  a  defendant,  are 
always  available. 


But  pubiicity  is  not 
necessariiy  prejudiciai. 


But  relatively  inexpensive  options 
of  thorough  questioning  of  prospec¬ 
tive  jurors  and  authoritative  judicial 
instructions  to  the  jurors  almost  inevi¬ 
tably  will  suffice  to  resolve  the  spe¬ 
culative  and  imaginary  “problem” 
that  a  free  press  poses  to  fair  trials. 

Indeed,  it  may  be  dismaying  to 
journalists  to  learn  how  little  their 
readers  and  viewers  actually  can 
recall  from  judicial  news  stories, 
laboriously  researched  and  written  in 
every  forgettable  detail. 

When  only  half  of  the  prospective 
jurors  had  ever  heard  of  ABSCAM 
and  an  impartial  jury  could  even  be 
found  in  the  criminal  trials  of  Water¬ 
gate  defendants,  it’s  enough  to  make 
not  only  judges,  but  journalists,  ques¬ 
tion  some  fundamental  assumptions. 

Above  all,  journalists  should  not 
acquiesce  when  accused  by  judges  of 
causing  a  problem  by  reporting  events 
of  governmental  significance. 

Rather,  the  problem  is  governmen¬ 
tal  distaste  for  freedom  of  the  press. 
And  that,  unfortunately,  will  be  a 
problem  as  long  as  there  are  govern¬ 
ments. 


DON’T  MISS  THE  NEWS 
DOWNUNDER! 


Get  your  copy  of 

AAfiem 

—  Australia's  big  marketing,  advertising  and 
media  magazine. 

Each  fortnight  you'll  benefit  from  Ad  News'  in¬ 
cisive  reporting  on  Australasian  events,  oppor¬ 
tunities  and  trends  which  could  help  or  affect 
your  business. 
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Barchesti 


Eat  Daisies 


baktari 


Doorways  to  Life 


pangermouse 


Having  a  choice 
makes  the  difference 

And  the  choices  are  virtually  endless  when  you  purchase  your 
television  program  listings  from  The  TV  Listing  Group  Inc. 

TVL  provides  camera-ready  rolling  logs,  grids  and  special 
breakouts  in  a  wide  variety  of  formats,  type  sizes  and  type  styles. 

Our  highly-skilled  sales  and  marketing  staff  will  personally 
assist  you  in  selecting  easy-to-read  listings  that  will  best 
suit  your  needs,  as  well  as  those  of  your  readers. 

In  fact,  there’s  only  one  thingyOcbhaj^o  choice 
about  with  TVL  listings — accuracjTSetaHsetWhen 
you  purchase  TVL  listings,  you  automatical!^ 
purchase  accuracy. 

For  more  information  about  what  we  can  do 
for  you,  call  (817)  332-6933. 


TUESDAY 


(SjM)  Movie:  ECHOES  OF  A  SUMMER 


,(6;00)  Movie:  CHRISTMAS  (NR) 


Nanny 
I  Courtship 


SpoftsCentsr 
Mother's  Day 


-  . 


December  3 


EXPERIMENT  jAtin 
GROWN  UPS  (NR) 

'  SOUNO  BARRIER  (NR) 


IS  PM 

10:30 

FIRST 

AHRACTIONS 

All  lit  PROTOCOL  (CC)  (PG) 

College  Basketball  (L)  Notre  Dame  vs 
Baby  Knows  (Nurse 


Be  a  Star 

Fandango 

Radio  1990 

Dragnet 

Pyramid 

Benny  Hill 

XigB  (L)  ffom  Atlantic  City 

L  |Rf  Ruth 


EL 


to  Racing 


.k  ^  - 


Nightly  Bus. 


Iwiid  Animals 


Fivis  Memories 


ABC  News 


Who's  Boss 


SpftnsRf  for  Hire 


(6:30)  CBS  News 


Peanuts 


Grinch 


CBS  Tuesday  Night  Movie  Copacabana 


(6:30)  NBC  News 


A'Team 


Riptide 


Remington  Steele 


100  EAST  15th  STREET  /  FORT  WORTH,  TEXAS  76102  (817)  332-6933 


translation  of  an  ad  from  a  Brazilian  newspaper 


WE  DISCOVERED  A  KIDNEY  DISEASE 
TRANSPLANTS  WON’T  CURE. 


When  two  Pittsburgh 
Press  reporters  began  inves¬ 
tigating  organ  transplants, 
they  found  a  pattern  of 
greed  and  corruption  that 
spread  from  Pittsburgh  and 
other  U.S.  cities  all  the  way 
around  the  world. 

They  found  that  poor 
people  in  foreign  countries 
were  willing  to  sell  a  healthy 
kidney  for  cash — or  to  pay 
off  a  gambling  debt.  They 
found  doctors  willing  to 
bend  hospital  policy  so  that 
the  richest,  not  the  sickest. 


patients  got  kidney  trans¬ 
plants.  And  in  the  middle 
they  found  brokers,  people 
bartering  kidneys  for  profit. 

Their  series,  “The  Chal¬ 
lenge  of  a  Miracle:  Selling 
the  Gift,”  drew  worldwide 
public  attention.  The  ensu¬ 
ing  controversy  helped 
prompt  reforms  of  the  inter¬ 
national  transplant  system 
that  continue  today. 

Such  impact  is  no  acci¬ 
dent.  For  more  than  a  cen¬ 
tury,  Scripps  Howard  papers 
have  broken  stories  that 


have  led  to  improvements  in 
their  communities  and 
across  the  nation.  We’ve 
uncovered  scandals,  ex¬ 
posed  problems,  led  the 
fight  for  responsive  govern¬ 
ment,  care  for  the  needy  and 
concern  for  quality  of  life. 

And  in  Pittsburgh,  this 
kind  of  aggressive  reporting 
may  have  helped  rescue  a 
medical  miracle. 

SCRIPPS  HOWARD 
ill  NEWSPAPERS 

WE  BREAK  THE  BIG  ONES 


v 


